41829 A+ , 6. Three Dollars a Year 
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y - Popular 
ecause — 


- Twin vials in level and both plumbs save 
a lot of time and effort for the man on the 
job. 


- Individual double bead adjustment on every 
vial makes it absolutely accurate. 


3. Glass ecpvered vials—easily removed for 
cleaning or adjustment. 


- Made of solid straight-grained wood—very 
light in weight, and exceedingly strong. 


. All edges bound in aluminum dovetailed into the wood and pinned 
to solid aluminum end plates. It will last a Kfetime. 


- Knurled hand grips make it extra easy to handle. 
7. Beautiful mahogany lacquer finish attracts instant attention. 


8. Medium priced—which appeals to all. 


Send today for complete data and prices. 


Goodell-Pratt Company 


Greenfield, Mass. 
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ON THE TABLES OF AMERICA’S FIRST FAMILIES SINCE 
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Now...a new 
Silverware Chest 





















designed in Paris 


Behold, sir, to your left, the latest 
Paris style . . . in chests to hold 
the loveliest of silverplate. 


Designed especially in Paris for 
1847 ROGERS BROS. Silverplate 
and for you... by one of the greatest 
decorative artists abroad. 


PIECES OF 8, “sixes” and “twelves” 
now are dressed in the Paris manner 
...in red and silver, and gold and 
silver chests and trays. 


In the new LEGACY, and in all pat- 
terns. America’s oldest silverplate in 
the newest, and daintiest, and smart- 
est packing that ever lured reluc- 
tant dollars from a shopper’s purse. 


Do not delay . . . display 1847 
Rocers Bros. Silverplate in these 
Paris-designed chests. Write to 
Department E . . . International 


“PIECES OF 8,” LEGACY PATTERN, IN Silver Company, Meriden, Connec- 
PARIS-DESIGNED CHEST, $43.75, RETAIL ticut 


1847 ROGERS BROS: 


PELVER PLAT © 
INTERNATIONAL SILVER CO. 


SALESROOMS: NEW YORK . CHICAGO . SAN FRANCISCO 
CANADA: INTERNATIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONTARIO 
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ITHOUT Hammers, Hatchets, 

Axes, Planes—such bold achieve- 
ments of modern architecture as this 
would be impossible. 


VAUGHAN’S 


Vanadium Hammers, Supersteel 
Hatchets and Unbreakable Steel Planes 
have taken a big part in the upbuilding 
BD i pee - of America during the past 60 years be- 
Paris} 14537 | cause of their superiority and long life. 
=| 
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as 


the Profits 


T doesn’t take any more time to sell 
Osborn Brushes and make the bigger 
profits. And every sale means a pleased 
customer, for each Osborn Brush is a 
fine tool—correctly designed of the right 
materials to meet the needs of the job. 





Scratch brushes—paint and varnish 
brushes—floor brushes— push brooms 
—they are all made to specifications 
developed by Osborn. Get your share 
of a profit-making business. Sell the 
dependable line of Osborn Brushes. 


THE OSBORN MANUFALTURING LOMPANY 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 
Branch Offices: New York + Detroit - Chicago - San Francisco + Los Angeles: 


TRS pe, 
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Master Wood 








This is one of the many saw-type turning lathes which 
constantly buzz away in our plants under the close 
supervision of skilled workmen. 


inspected and honestly graded. 


White Hickory Handles 


Longer than 24” 


DANIEL BOONE GRADE: 

Superfine selection of all white, heavy weight, SEC- 
OND GROWTH Hickory, a perfect handle. 
PERFECTION GRADE: 

Extra selection all white, 
perfect handle. 3 
TRIUMPH GRADE: 

Selected white, good weight hickory, 
occasional small streaks, slight blemishes. 


24” and Shorter 


DANIEL BOONE GRADE: 

Superfine selection all white, heavy weight, SECOND 
GROWTH hickory, a perfect handle. 
PEERLESS GRADE: 

Extra selection white, good weight hickory, permit- 
ting occasional slight streaks, free from defects. 


good weight hickory, a 


permitting 








LouISVILLe, 


Select Your Handles From These Grades 


The imprint of T. D. & W. on each handle is a guarantee that it has been rigidly 


s, WOOLWORr, 


INCORPORATEO 


ESTABLISHED 


Turners Guard 


the Quality 
of these Handles 


Experienced, skilled workmen supervise 
every operation in the making of Turner, 
Day & Woolworth handles. These workmen, 
many of whom have been in the employ of 
this company for more than 25 years, are 
master craftsmen. They know materials and 
they have at their command the accumulated 
knowledge and skill of more than three gen- 
erations in the art of making good hickory 
handles. Every handle turned out in the 
Turner, Day & Woolworth factories must be 
right—these master wood turners see to that, 


Mixed Red and White Hickory Handles 


Longer than 24” 


HERCULES GRADE: 

Extra selection mixed red and white, heavy weight 
hickory, a perfect handle. 
SUCCESS GRADE: 

Selected mixed red and white, good weight hickory, 
permitting occasional slight blemishes. 
EAGLE GRADE: 

, Mixed red and white hickory, with defects which do 
not injure utility. 

24” and Shorter 
DAISY GRADE: 

Selected hickory, principall 
mitting some red wood or light streaks. 
defects. 

BEAUTY GRADE: 

Principally white hickory, permitting some red wood 

and slight defects in grasp or eye end. 


white, good weight, per- 
Free from 












KENTUCKY 
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The new umproved 
Capital 


is the modern Carpet Sweeper 


-~at a lower price 


The new Improved Capital meets Today’s 
demand with Today’s product. No carpet 
sweeper offers as much in modern design— 
and no carpet sweeper of real quality 
ever sold at such a low price! 


The new Improved Capital Carpet 
Sweeper has these five exclusive features: 


—a one-piece rigid top 






—oil-less wooden bearings in steel disc 
wheels, requiring no attention 


—oil-tempered steel springs which never 
lose their resiliency or flexibility 


—oil-tempered carbon steel anti-tip device, 
so simple in construction it cannot get 
out of order profits by selling up-to-date merchandise — 

The Improved Capital is the up-to-date 


—absolute interchangeability of parts 
profit-making carpet sweeper! We have a 


—and eleven improved features, including 
squeak-proof, rattle-proof construction, abso- 
lutely no oiling anywhere at any time, color 


option at slight additional charge, and an ~ 


absolute guarantee against mechanical defects! 


Sixteen features no other carpet sweeper can 
offer in such perfection as the new Improved 
Capital stamp this sweeper as the best “buy” 
and the best “‘sell” in its field! And the new 
Improved Capital sells at a lower price! 


Every profit-making merchant makes his 


business-getting sales plan smart merchants 
will appreciate—fill in and mail the coupon 
below—NOW! 


CAPITAL FURNITURE MBG. CO., Dept. 74 
Noblesville, Indiana 

Dear Sirs: Kindly send me full details concerning the 
newImproved Capital Carpet Sweeper. I am interested 
in your dealer proposition. 


isaac Pgs ap casa an acum pccuesdeietdaginasrcexeigoce 


[-------- 


CAPITAL FURNITURE MFG. CO. 


NOBLESVILLE, INDIANA 


Manufacturers of Carpet Sweepers, Bridge Tables, Bridge Chairs, Radio Cabinets, 
Radio Reproducers and Units 


rr sr ee ee ee 
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Choose Your 





Wire Screen Cloth as Your Customers Do! 


Very few of your customers are able to tell 
the difference between good and poor screen 
cloth by appearances. All brands look much 
alike. Their confidence in the brand name 


is their only criteri- 








on of quality and 
value. That’s why 
it’s to your advan- 
tage to sell Cyclone 
“Red Tag” Wire 
Screen Cloth — the 
their children out of brand that’s known 
crowded automobile to bu yers every- 
traffic. where. 


Now is a good time to 
push Cyclone Orna- 
mental Lawn Fence 
sales. Remind home- 
owners that this high- 
grade fence will give 
their lawn and shrubs 
protection and keep 












They look for the 
“Red T: 


‘@clone 
“RedTag as 


FENCE 
AND PRODUCTS 


Va €CTION Pays 


* the Mark 
of Quality 


© C. F. Co. 1929 


Homeowners have learned to recognize the 
Red Tag as a symbol of dependability. 
Cyclone “Red Tag” Wire Screen Cloth is a 
ready seller and will build good will for your 
store by giving your customers complete 
satisfaction. Order at once so you will be 
ready to meet the spring demand. Wire or 
write your jobber today. 


CYCLONE FENCE COMPANY 


UNITED STATES STEEL CORPORATION 


Main Offices: Waukegan, IIl. 


Works and Offices: North Chicago, Ill.; Greensburg, 
Ind.; Cleveland, Ohio; Newark, N. J.; Fort Worth, 
Texas; Tecumseh, Mich; Oakland, Calif.; Portland, 
Oregon. 


Pacific Coast Division: Standard Fence Co., Oakland, 
San Francisco and Los Angeles, Calif.; Portland, 
Oregon; Seattle, Washington. 


Direct Factory Branches 
in All Principal Cities 


yclone 
a6 R ed aq 99 
WIRE 


SCREEN 
CLOTH 
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Books Jump Sale 
for Alabastine 











How many can YOU use? 


How many of these sales- 
boosting Free home color 
books can you distribute to 


good advantage? Hun- ae 


e Minute 


knew the beautiful effects ob- 
tainable with Alabastine. 
Progressive dealers using 


this marvelously effec- 


dreds of dealers have QGIQM@aiGua tive new advertising 


written us telling of 
greatly increased sales 
through this novel 
medium (see panel at 
right above). Distribut- 
ed Free to children and 
their parents for entertainment 
and instruction in the basic 
rules of color harmony and 
interior decorating, these books 
stay in the home and sell 
thousands who never before 





to Apply Immediately 





medium haveincreased 
their sales all the way 
from 40 to500%. For 
more profits from Ala- 
bastine, write for your 
Free books before the 
supply is exhausted. Your firm 
name and address will be at- 
tractively imprinted without 
charge on the number of books 
you wish to distribute. Clip and 
mail the coupon above today. 


Instead of Kalsomine or Wallpaper 


MAIL THIS 
COUPON 





~~ 





What Our Dealers 
Say About the New 
Home Color Books 


“We sold about 50% more 
Alabastine this year; every- 
body liked the Drawing 
Books.” 

“A wonderful success asan 
advertising medium; gave us 
a good increase in Alabastine 
sales.” 

“40% increase in sales.” 

“Sold more Alabastine this 
year than in the past three 
years.” 

“Since issuing the books 
the nameAlabastine hascome 
before thousands of people 
who never knew it before. 
Many have given it a trial.” 

“Alabastine Color Books 
are the most effective adver- 
tising ever put out. 50% in- 
crease in sales.” 











MoreFREE Helps 
for Dealers 


Our liberal array of dealer 
helps includes window cards, 
counter displays, color cards, book- 
lets illustrating Alabastine uses 
and new Opaline effects. 

Impressive booklets des- 
cribing new and varied uses 
for Alabastine Dry Positive Color. 

This attractive dealer pro- 
gram is tied up and supported 
bynation-wide advertising reaching 


over 25,000,000 homes. 











One Minute Alabastine 


Look for the Cross and 
Circle printed in Red 
on every package. 
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Good Food is Good Medicine 


Hospitals know that surgical skill and patient expert nurs- 
ing are only part of the program. Appetite must be revived. 
And that means good food, well cooked. And that means, 
in the majority of hospitals, food cooked in aluminum. 


St. Mary's Hospital, Rochester, Minn., where the Mayos work; 
the new Medical Center of New York, world’s greatest coopera- 
tive a project; Battle Creek Sanitarium; Michael Reese 
Hospital, ne Pe are only a few of countless insti- 
tutions where aluminum does the cooking. 


Good food is good medicine at home, too. If you would follow 
the lead of highest authority, make aluminum the foundation 
equipment of your kitchen. Because it cooks everything well; 
because it is _ and manageable; because it is so easy to kee 
hygienically clean; because it is durable, economical, beautiful. 


No wonder the best cooks use it! 


: Seecececcsecececesnsesess eeeseceese MAIL COUPON FOR BOOKLET eeeceesesese seecceceseceses eeeceoncy 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 
Please send bookiet,‘"The Precious Metal of the Kitchen,”’ to address written below: 


AGAIN— 
IN 1929 


—through an impressive list 

of national magazines will 

ring the telling message of 

the Aluminum Wares Asso- 

ciation, creating new busi- 

ness in aluminum sales—for 
you! 


Millions on millions of 
aluminum prospects will 
learn of the beauty, efficiency, 
economy, and absolute purity 
of this “precious metal of the 
kitchen”—that the greatest 
health centers of the nation 
prepare food for the sick and 
convalescent in utensils of 
aluminum. The hygienic 
feature will be stressed. 


Again—in 1929, the Associa- 
tion is backing your business 
with a powerful campaign in 
the Ladies’ Home Journal, 
the Country Gentleman, Mc- 
Call’s, Good Housekeeping, 
Physical Culture, Christian 
Herald, Journal of the 
American Medical Associa- 
tion, Hygeia, American 
Cookery, and others. 


This cannot fail to stimulate 
the demand for aluminum 
ware—everywhere. You will 
share in this new business in 
proportion to the effort you 
place behind your aluminum 
department. 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 
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“PERFECT” 
AXE AND TOOL DISPLAY STAND 


A SILENT SALESMAN 





This new attractive display stand is IDEAL for its purpose. 

All metal, light in weight, strong, rigid. No wood to ‘warp or crack. 
Small floor space (24 in. wide, 12 in. deep, 48 in. high). 

Permanent salesroom fixture and attractive window display. 

we 6 axes and 4 Hammers and Hatchets all clearly visible from front 
side. 


We have produced this superior display stand to comply with many re- 
quests: and we offer it at nominal cost—dealers may procure it through 
their jobber, at $2.50; F.O.B. factory—in connection with orders for Kelly 
Tools. 


Packed in individual shipping crates, all assembled READY FOR USE. 
Shipping weight 35 Ibs. 


For sections where axes are sold with 28 and 30 inch handles we furnish 
narrower stands to display four axes, also four hammers and _hatchets. 


KELLY AXE & TOOL CO. CHARLESTON, W. VA. 
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b beers advertising deals directly 
with the farmer’s problems. It 
points the way to __ profits 
through balanced farming; urges 
the farmer to consult the American 
Steel & Wire Company dealer on 
fencing problems; sends him to 
that dealer to learn why Zinc Insu- 
lated Fences and Steel Posts will 
save him both time in labor and 
money in their longer life as com- 
pared with any cheaper kind of 
materials. 

If you are not handling Zinc In- 
sulated Fencing or our Steel Fence 
Posts, write for full details. 


American 
Steel & Wire Company 


Subsidiary of United States Steel Corporation 
208 So. La Salle St., Chicago 
30 Church St., New York 
Sales Offices in All Principal Cities 
UNITED STATES STEEL PRODUCTS CO. 


ae ' San Francisco, Los Angeles, Portland, Seattle 
Zinc ‘ } 
———— Fences oi * 


Steel Fence Posts 
American 





Poultry Fence 
Union Lock 
Poultry Fence 
Banner 
Poultry Fence 
Poultry Netting 


Nails Staples 
Bar ire 
Wire of all kinds 
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No. 10 


A few of our 
many patterns. 
Made from _ the 
best Cold Drawn 
and Cold Rolled 
Steel, to take 
blades from 8 in. 
to 12 in. 





No. 56 
















For Home Use or Particular Mechanics 


You can suit the man who wants a hack saw frame for 
home use, as well as the particular mechanic, if you sell 
the Union Hardware kind. 


Union Hardware Hack Saw Frames are easy on blades. 
They hold them rigidly and securely. They are quickly 
and easily adjusted. They are balanced just right. Their 
handles afford a good grip. They give lasting service. 


Seven patterns are shown in our Tool Catalog, other 
styles are described. All are dependable. Sold at reason- 
able prices. 


Please order from your Jobber. If he cannot supply you— 
write to us. We will refer you to the nearest Jobber who 
will. 


Send for Tool Catalog No. 9. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 


Established 1854 Incorporated 1864 








13 








oa 
HARDWARE AGE for APRIL 4, 1929 


CRESCENT fexevay TOOL 


» 


VELLUMOID Says—> <<" 


PRT, pt 
gs 
yuot ee as 


. qe BP sgt’ 
\y a ai 
-.. se ont mH " 392 . 


gor? 














ae 
10S pe" ed P os, oo 

a0 Pago? . Foe sok see 0 ine 
Aner? 3 por? ee. sate ootg of 
Ge ont 
ast gcothags Oe 8 Loot Toe Fue tans 










Lelia 





~~ This from NEW ZEALAND 























ile Wa. Wane cine adie Se ee 





La = aes meer tlesrad hs 


9 

















is season in 


of Wickwire 
Brothers Screen Cloth will 


1er 


ISSSSSSSSESETER Reese seeeess 
[SSSSSSTSRSSeseesezeeseees! 


PERSESGRERSERESEREESeEBeeee es 


Bronze 
Copper 


ddition to 100 lin. ft. 
Prem 


rolls, in 50 ft. and 25 ft. 
34 gauge warp 
34 gauge each way 


wire 
wire 
Wickwire 


All brands 

be furnished th 

rolls of one piece each, also 
all brands will be furnished, 
length rolls, without extra 
charge. 


In a 


No. 33 gauge each way 
No. 33 gauge filler 


No. 33 gauge each way 
No. 
No. 

Our other Brands Screen Cloth 





White Metal Finish 
Cortland Black: Enamel 
Wick 


Wick 


12 Mesh, 
14 Mesh, 
16 Mesh, 
18 Mesh, 
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FLINT PAPER 
In a handier package 


CARBORUNDUM * 
BRAND ~~” 








A FREE-CUTTING, sharp flint paper—uniform 
in coating and grain size—a durable paper 
that is made right— 

Packed in the attractive Handipac Cartons— 
keeps sheets flat—and clean—a sensible way 
to handle a stock of flint paper. 


| SHALL WE SEND YOU THE DETAILS? | 


THE CARBORUNDUM company 


NIAGARA FALLS, N.Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


SALES OFFICES AND WAREHOUSES IN 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids 


Carborundum is the Registered Trade Mark 
The Carborundum Co., Ltd., Manchester, England * Deutsche Carborundum Werke, Dusseldorf, Germany 


of The Carborundum Company for its 
Silicon Carbide and is its exclusive property 
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DISPLAY and ADVERTISE 


these THREE MOWERS NOW! 


The SUPER 
Great American, 


The lawn mower buying season is here. The biggest lawn mower adver- 
tising season is at its height. What are YOU doing to make your store 


the lawn mower headquarters for your community? 


. Pictured on this page are the three leading mowers in the PENNSYL- 


VANIA Quality line. They are by far the most widely advertised lawn 
mowers in this spring of 1929, because they are also pictured in all the 
PENNSYLVANIA national advertising which, in The Saturday Evening 
Post, Better Homes and Gardens and other leading magazines, is reaching 
more than 4,300,000 homes. What’s more, the millions of readers of this 
advertising are being told to look for our LIFE-SIZE, full-color “Old 
Gardener” cut-out in the window or store of the nearest PENNSYL- 
VANIA dealer. ; 

Why not make this advertising YOURS in your community? You can 
do this easily if you will give prominent display space to these three 
PENNSYLVANIA Mowers and write immediately for our Complete 
1929 Package of Dealer “Helps” and the business-getting cut-out of the 
“Old Gardener.” In writing, be sure to give your jobber’s name, as well 
as the names of any PENNSYLVANIA brands you carry, and enclose a 
proof of any imprint you desire on the attractive counter literature 


furnished. 


Pennsylvania Lawn Mower Works 
1615-35 North 23rd Street Philadelphia, Pa. 


mea 
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PENNSYL 
VANIA = Junior, 
Ball Bearing 


The New Wm. 


Penn, Ball Bear- 
ng. One siz 
only — 16-inch. 


» Retail Price, 


$16.50, at Phila- 
delphia. 
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Busy Men often 
prefer to “Sec” you by ‘[elephone 
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Your customers are busy people. There are times 
when they prefer that you visit them by telephone. 
You save their time as well as your own. 

A sales executive does 77% of his out of town 
business by telephone. He says, ‘‘you get the undi- 
vided attention of the man you are calling. Without 
any preliminary conversation, you are right down 
to basic facts. Think also of conserving the time 
of the buyer.” 

Many such practical experiences have grown out 
of the Key Town Plan. As your business in the larger 
towns grows and takes more and more of your 
salesmen’s time, why neglect the smaller towns? 
Keep up your contacts; cover them by tele- 
phone from the larger towns. The Bell System 
has prepared a national and regional Key 








Town’ Map, which may be procured free upon re- 
quest to your local Bell business office. 

Study these key town maps to learn the most effec- 
tive method of reaching your market by telephone— 
the modern way to meet competition. Cover more 
towns. Make more contacts. Use classified telephone 
directories to uncover new outlets. Develop each ter- 
ritory with savings in cost. 

The quickest way to make the calls from each key 
town is by Sequence Lists. 

The Bell System Credit Plan makes it unnecessary 
to carry cash for the calls. It helps keep a record of 
all contacts. 

Ask the local business office today for 
complete information. Bell Telephone Service 

. Quick . . Universal. 


. » Inexpensive.... 
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NORTON 


The leather washer, for instance, which makes so many door closers worthless 


by wearing out in a year or less .. . Norton has developed, and patented, a 
method of maintaining constant pressure against the cylinder walls by inserting 
a brass spring in the special cup-shaped washer of finest leather. This feature 
is available in no other screen door closer and, in conjunction with the seamless 
brass cylinder (another Norton feature), insures positive pneumatic pressure 
and longer wear. The power unit is a specially designed and tested heavy duty 
steel spring that is good for years of rugged service. 

It is such features as these which are responsible for the high efficiency of 
Norton Screen Door Closers. The controlled action of the Norton silences 
slamming, banging screen doors and closes them smoothly and quietly. 

Retailing at around $2, the Norton Screen Door Closer makes a highly profit- 
able spring and summer leader. It is finished in bright lacquered brass and 
packed in a neat green carton that makes an attractive shelf display. Check 


up on your stock right now. 


NORTON DOOR CLOSER COMPANY 
Divisionof The Yale& Towne Manufacturing Company 
2900 North Western Avenue, Chicago, Illinois 


NORTON 


This Finer Screen Door Closer 
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ALLEN’S STRIPS give that extra wear 
and extra service 


You cannot make a poor grade of sole leather give real service, no 
matter how skillfully it is put on the shoe. Durability is in the 
leather—or it isn’t—when it comes from the tanner. To give your 
customer that extra wear—that extra service which will bring him 


back to you—you must sell him the best leather. 


ALLEN’S SOLE STRIPS 
Grade X—No. 1 or A. 


are strips cut only from bends that are made from selected packer 


hides and tanned especially for shoe repairing. 





(Le gr sere aes ee — 
Siar tea eae a eR eo AMS 


THE UNITED STATES LEATHER SELLING CORP. 


New York Boston Chicago Cincinnati St. Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


NOTHING TAR SS THE PLACE OF LEATHER 
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Sleepless Nights 
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N improved product with exclusive “reason 

to buy” advantages plus a real Merchandis- 

ing Plan .. . that’s what the New York Wire 
Cloth Company offers you this year. 


The exclusive reinforced selvage of New York 
Wire Cloth distinguishes it from ordinary screen 
cloth, puts valuable sales points at your com- 
mand, adds the following definite advantages: 





Improved Screen Cloth 
plus a Real Merchandising Plan 





1. Gives added strength along the edges. 
2. Adds life—eliminates premature re-wiring. 


3. Gives an even, straight line to follow when 
nailing cloth to frame. 


4. Provides new distinctive selling points. 


5. Provides a sales-stimulating, useful feature that 
positively identifies New York Wire Cloth. 


- If you sell New York Wire Cloth you are entitled to our FREE Dealer 
he Helps. A handsome Window Display in full color (38” x 27”) and a 


4 jobber’s salesman. 


complete assortment of Counter Literature and Envelope Enclosures 
are ready for distribution. To get your supply, order through your 


NEW YORK WIRE CLOTH COMPANY, 342 Madison Ave., New York 
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A sales feature of the season—the Sargent 
set of Screen Door Hardware 


One selection, one package—and your customer 
has the best for his screen door, or storm door. One 
box, one sale, one profit, less trouble and time— 
and you have a sales feature that is more than 
worth your while to push. Sargent & Company, 
New Haven, Conn.; 94 Centre Street, New York; 
150 North Wacker Drive (at Randolph), Chicago. 


‘Tuis Sargent set of screen door hardware saves a 
lot of trouble both for you and for your customers. 
Here is everything necessary, including screws — 
butt hinges, latch and lock, and “Quick and Quiet”’ 
door closer. Every piece is of the usual Sargent 
high quality, perfect in operation and built for a 
lifetime’s use. 














One Screen Door Latch and Lock No. OB-5973-TC. One pair Butt Hinges No. 500, One Sargent “Quick and Quiet” Door Closer No. 
Old Brass Finish on Brass. Will not rust and 3 x 3 in. Old Brass Finish on 520. Will fit any door opening out or opening in and 
discolor the door. Easy acting; latches every Cadmium Plated Cast Iron. opening either to right or left, without change. Can 

Highly rust-resisting. Made to be adjusted to close door rapidly or slowly without 


time door closes and can be securely locked 


from inside. slamming. Built to give satisfactory service for years. 


last a lifetime. 


i i ee eed eq 


SARGENT 


LOCKS AND HARDWARE 


RAL 
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Op Conducted by 
HOUSEKEEPING MACK 


This Seal 
Sells Goods 
in OHIO 


— Housekeeping ad 









Is IT SELLING GOODS FOR YOU? 


“7 AM a buyer of household utensils in a local 

department store,” wrote an Ohio man. “Lately 
I have found that articles which are approved by 
Good Housekeeping Institute have far outsold 


similar articles not recommended by 
you. I feel I would like to have more 
tested and approved articles in my de- 
partment. Will you kindly send me 
sss.” 


Ask any woman whose opinion you 
value: “What does the Seal of Ap- 
proval of Good Housekeeping Insti- 
tute mean, to you?” You will find a 
BUYING CONFIDENCE that 
hundreds of dealers have learned 


makes sales easier for them. 


People know that this Seal is found 


FREE 








"Grore, 

Guaranteed Goods 

Le nose 
THIS GUARANTY 
PROTECTS YOU 





Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















You want people to look upon 
your store as headquarters for 
satisfaction. Hundreds of dealers 
use this display card in their 
windows to profit by the confi- 
dence people have in Good 
Housekeeping. Sent free — re- 
turn coupon at the right. 


GOOD HOUSEKEEPING 


Everywoman’s Magazine 


57TH STREET AT EIGHTH AVENUE 


NEW YORK CITY 


only on household appliances and devices which 
have passed searching tests. They know that the 
Seal is their ’ oad of quality and serviceability. 
Only products which stand up in service and do 


their jobs well may display this Seal. 


Naturally tested and approved prod- 
ucts rank among the best sellers. The 
Seal is one of the most convincing 
clinchers the dealer has. Learn what 
tested and approved items you stock. 
Then the next time a customer hesi- 
tates tell her: “This is tested and 
approved by Good Housekeeping 
Institute.” Prove to your own satisfac- 


tion that the Seal helps you sell goods. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at Eighth Ave., New York City HA4-29 


Please send complete list of Tested and Approved 
Devices. Also free window cards featuring Good 
Housekeeping’s Guaranty. 


Name of Store .... 
ee ee es 
eee Ee OM pote ORT ne ala 


Specify number of windows ..............-2-cc:ssesse:cessessseeenee 
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~~ Golden A ae 
a Series a Yb. 
wre 7-Sizes : ~. ~@ . 
| , <= bam «= Utility’ 
Series | 
S-Sizes 

















FOR THE USER FOR THE LOWER 
WHO WANTS “ie BEST PRICE FIELD 


Now De Laval Dealers can 
get ALL the separator and 
milker business. ( These 
new De Laval Products 
more than double the value 
of the De Laval Agency. 





THE DE LAVAL SEPARATOR COMPANY L 
New York Chicago San Francisco 
165 Broadway 600 Jackson Bivd. 61 Beale Street 


2 New Lines of De Laval Milkers 


The De Laval Magnetic The De Laval Utility 
— the World’s Best Milker — for the Low Price Field 


ee * 
i Oe ee 
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Coldwell “Twin Thirty” Motor Lawn Mower 
and Roller. Rolls and mows simultaneously 
6 to 8 acres a day on one gallon of gasoline. 


A request will bring sales literature, selling 
helps and helpful suggestions for sales. 


Merchants who do not carry the com- “y 
plete Coldwell Line will find our 1929 
proposition very attractive. Write 
for it. 


; J 
Profit builders 4" 


you can bank on 







OLDWELL LAWN MOWERS are the largest selling lawn mowers in the 
world because they are the best known, the most dependable, and the 
biggest value procurable, bar none! Widespread advertising is now featur- 
ing the new Coldwell Motor Lawn Mowers and Rollers . . . sending cus- 
tomers to dealers for these sensational sellers. You can turn a profitable 
share of this demand toward your own store by stocking up and using the 
Coldwell window display and trade-winning dealer helps. 


= ~COLDWELL sr 


DEPENDABLE LAWN MOWERS 


»™ 
> 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 
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This issue will contain 
the first complete re- 
port of the Southern 
Hardware Jobbers and 
American Hardware 
Manufacturers Associa- 
tion Convention which 
will assemble from April 
22nd to 25th at Edge- 


water Park, Miss. 


On May Second 
HARDWARE AGE 
will publish the 
Southern Jobbers 


Number. 


HARDWARE AGE as 
the weekly newspaper of 
the trade will report the 
proceedings and _hap- 
penings in detail. The 
jovial cameraman of 
of HARDWARE AGE 
will also be on hand to 
report the convention 
pictorially. This issue 


erence by leading deal- 
ers, jobbing executives 
and salesmen, thus as- 
suring extended life to 
your sales message. 


The final advertising Regular space rates 
forms will close Tues- apply HARDWARE 
AGE Red $50.00 per 
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day, April 23rd. The 
final date we can accept 
copy and guarantee 
proofs for approval will 


be April 11th. 


page additional. Your 
early space reservation 
is cordially invited. 


HARDWARE AGE 


239 West 39th Street, New York City 
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~ y ASK THIS ONE ~- ~ 


HEN a manufacturer’s representative talks advertising and the circulation 
of the publications he is using, find out how much of that circulation is 
going to do you any good! 





Ask him this: “How many people in this vicinity are going to read your adver- 
tising?”’ 


National advertising must have /ocal influence in order to work for you— must 
reach your customers and your prospects—plenty of them! 


There is one publication—The American Weekly — which offers the manufac- 
turer extraordinary country-wide coverage, and offers you extraordinary local 
concentration — enabling you to directly capitalize on national advertising! 


What is the American Weekly? 


The American Weekly is the magazine distributed through seventeen great 
Hearst Sunday newspapers from seventeen principal American cities*—the only 
publication that will do as big a selling job for you as for the manufacturer — 
the only publication that is read by more than five and a half million families! 


The American Weekly concentrates and dominates in 485 of the nation’s 784 
towns and cities of 10,000 population and over. 


In each of 153 cities it reaches one out of every two families 
In another 119 cities it reaches from 40 to 50% 

‘In an additional 108 cities it reaches from 30 to 40% 

In 105 more cities it reaches from 20 to 30% 


And in thousands of other communities, almost 2,000,000 additional families 
buy and read The American Weekly—making a staggering national total circu- 
lation of 5,646,898 ! 


Just how many of these millions are your customers and your prospects you can 
easily determine by mailing this coupon. 


THEAMERICAN - ~~ 
















Boston 

Chicago ° * . 

ee Main Office: 9 East 40th Street, New York City 4 Ka The American Weekly 
pone eg S © 9 East 40th Street 
NewYork R Pad New York City 

+ ie ranch Offices: wv , 

* Wrigley Bldg., Chi Please send me a copy of the American 
Pittsburgh gg oxo pndd evapeet Weekly and a statement of its circulation in 
Rochester 5 Winthrop Square, Boston my trading territory. 

San Antonio 753 Bonnie Brae, Los Angeles 
San Francisco 222 Monadnock Bidg., San Francisco 
Seattle 1138 Hanna Blidg., Cleveland NAME oc oorerrrere wrenroee 
Syracuse 101 Marietta St., Atlanta 
Washington 12-231 General Motors Bldg., Detroit Address 
Town cb Sisscttite cersnses scone amma 








© 1929 by American Weekly, Inc. 
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} J. PIPE emphatically denies the 
rumor that his recent disastrous contest with a 
Trimo pipe wrench was “in the bag.” 


, 3 ee 


\ 


The day when a stubborn pipe or nut could put up a 
winning fight is gone now. Trimo, Improved and 
Mightier, makes ’em all say “uncle.” 

















“I know that I made a miserable showing, 
but I want all pipe lovers to know that I 
did my best. 

“This new Trimo has a vicious grip and an 
ugly disposition. In fact it makes me feel 
a little shaky just to think about it.” 





at 


Look over the rugged frame, heat treated handle, busi- 
ness-like jaws—what chance has a pipe got with this 
all steel wrench ? 


TRIMo 


TRIMONT MFG. CO., INC. 
ROXBURY (BOSTON), MASS. 
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Tuat NICHOLSON FILES are 
“repeaters” you can easily demon- 
strate by placing them on sale in 
your store. 







Like the repeating watch, they rep- 
resent the best in their field, but 
unlike the repeating time piece 
they are staples, which most of 
your customers need and can buy. 
















Nicholson Files are sharp, durable 
and dependable. Stock them in 
shapes and sizes for every demand. 
Let them increase tool sales for you. 














NICHOLSON FILE COMPANY 
° Providence, R.1.,U.S.A. 


NICHOLSON FILES 


rl So 
“fx A FILE FOR EVERY PURPOSE 
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U.B.P. Publications Broadly 
Cover the Following 
Industries and 


Trades 


Metal Trades 
Iron Age 
Hardware Age 
Hardware Age Catalog 


Textile 
Dry Goods Economist 
Dry Goods Reporter 
Drygoodsman 
Pacific Coast Merchant 
Dry Goods Reporter Wholesale 


Shoes 
Boot & Shoe Recorder 


Jewelry & Optical 

Jewelers Circular 

Optical Journal 

Jewelers Circular Buyers Direc- 
tory 























Automotive 
Automotive Industries 
Automobile Trade Journal and 

Motor Age 

Motor World Wholesale 
Commercial Car Journal and 

Operation & Maintenance 
Automotive Industrial Red Book 
Chilton Catalog & Directory 
Chilton Aero Directory and 

Oil Catalog 


Oil Field Engineering 
Petroleum Register 

Allen’s Superintendents Hand 
Book 



















Toys 
Toy World 
Heating 
Sanitary & Heating Engineering 








Warehousing 
Distribution & Warehousing 













Controlled by the 


United Business Publishers, Inc. 


239 West 39th Street New York City 


OFFICERS: 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 
F. J. Frank, Pres. Arnold L. Davis, Sec’y F. C. Stevens, Treas. 


ees insss 
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The 
Covers Many Fields 


In many business fields, publications 
controlled by the United Business 
Publishers, Inc., stand out as leaders 
of thought, research and achievement. 





Individually edited and managed 
these publications have for their back- 
ground the great resources of the 
U. B. P., working together for their 
common good. 


It is only natural that the advantages 
accrue to the benefit of the many thou- 
sands of readers and the additional 
thousands of advertisers using every 
issue. 


Requests for information concerning 
any of the publications, or any of 
the fields they serve, are at all times 
welcomed at U.B.P. headquarters. 


Controlled by the 


United Business Publishers, Inc. 


239 West 39th Street New York City 


OFFICERS: 
A. C. Pearson, Chairman C. A. Musselman, Vice-Pres. 
F. J. Frank, Pres. Arnold L. Davis, Sec’y F. C. Stevens, Treas. 
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Are you Known as THE 
Starrett Dealer—the buy- 
ing headquarters for 
the most valuable 
eustomers a store 
ean have—the ex- 
pert tool users? 


THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS., U.S. A. 








ols 
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Better Business... 
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The illustration above shows the Hercules No. 1910 Screen Side Canopy Top Express Body 
for the Chevrolet Utility 1/%2 Ton Truck —Style No, 1911 same, only without screens. 


... with this Hercules Better Business 
Body for mounting on the Chevrolet 
Truck 


The Hercules Body shown aboveisonly Not only are Hercules Bodies sufficiently 
one of over fifty styles that have beende- rugged to perform their work over a 
signed and developed expressly for use _longer period of time and under the most 
with the new Chevrolet Six-Cylinder exacting conditions of load and road, but 
Truck. they are available at an amazingly low 
per unit price, due to standardized 
Their design, appearance and durability _ production in enormous volume. 
have been so outstanding that now ; 
more Hercules Truck Bodiesare sold each Specify a Hercules Body on. your next 
year than any other make. In the light truck. 
delivery field, Hercules Better Business Hercules Products Inc., Evansville, Ind., 
Bodies supply all vocations with the logi- U.S.A. Canadian address: Hercules 
cal, most satisfactory answer to their Products Ltd., Walkerville, Ontario. 
requirements. Distributors everywhere. 


HERCULES 


THE WORLD’S LARGEST BUILDER OF BETTER BUSINESS BODIES 
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Address your inquiries to 
Dept. H. A., Brown & 


Sharpe Mfg. Co., Provi- ilies a ee. 
dence, R. I., U. S. A. . fax. 438 
i= 


fl 


improved C oe mbina- 
tion Bevel Ne. 502 








oe ee 
Planer and Shaper Gauge 
No. 625 — 


BROWN & SHARPE TOOLS 


** World’s Standard of Accuracy ”’ 
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hnouncing NEW LABELS 
slarring the complete line 


The world’s leading shovel man- 
ufacturer announces a complete 
line bearing the famous AMES 
easement name. 
Pree 


+ | This is of great significance to 
YY OLIVER AMES * 8 8 


fp AND SONS. if you as a distributor. From the 

| AMES line you can select the 
shovels that best meet the partic- 
ular needs of your trade —and 
know that each and every one is 
backed by AMES prestige, AMES 
quality standards of materials and 


NORTH EASTON, Mass.0.5A | 


ah 27 2S a 


workmanship, and a real mer- 

chandising policy. 

The New AMES Catalog gives complete in- 
formation. Write for your copy. 


The GENUINE 


O. AMES 


The finest shovel that 


155 years of specialized 
experience can produce 
—blade of AMES Spe- 
cial Alloy Steel, heat 
treated; handle of select- 
ed,second growth North- 
ern Ash — now iden- 
tified by the signature 
“Oliver Ames and the 
4 stars.” The world’s 
most popular shovel 
since 1774. 
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Shovels 
Spades 


and —— 


This complete all-star’ line 

of AMES Shovels is being PS 
distributed exclusively if 
through selected leading // 
wholesale hardware and 


mill supply houses. 


The AMES 
3 STAR 


Second only to the genuine 
: sSHOVELG TootCo ; O. Ames. All shovels, spades 
Silos Maem psa and scoops bearing this bright 
2 red label are of high grade 


materials and 















































Like the AMES 3 STAR in work- 
manship and materials but of lighter 
construction to meet the demand 
for both light weight and strength. Ames Stover 6 TootCo 


= opal et JERSON IND 









AMES 2 STAR 


A shovel that combines moderate 
price with AMES standards of ma- 
terials and workmanship. Recom- 
mended where the work is not sufh- 
ciently exacting to require extra 
quality, special analysis materials. 


Ames Svoveré TootCo 
North Easton Mass 


St.Lours.Mo-ANDERSON IND US 


The AMES 
2 STAR 
LIGHT WEIGHT 


A light weight shovel of the same 
grade as the AMES 2 STAR to meet 
the demand for lightness plus de- 
pendable quality plus moderate price. 


Ames SHovec& lootCo 


Write today for the New Ames Catalog ogemerrn Easton Mass, | 


containing complete information 


AMES SHOVEL AND TOOL COMPANY 


NORTH EASTON, MASSACHUSETTS 


St. Louis, Missouri Anderson, Indiana 
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WINCHESTER 


Pr RADE MARK 

















Week of 


March 31st to April 6th 


WBiq News!” 


{t was big news, wasn’t 
it? If you didn’t see it. 
look up last week’s issue 
of “Hardware Age.” for 
it was there that we told, 
in four pages, the whole 
story of the open market 
in all Winchester Prod- 
ucts—new lines as well as 
old. We told, in other 
words, that you can now 
buy and sell not only Win- 
chester World standard 
Guns and Ammunition— 
not only Winchester 
Metal Preparations—but 
the entire line of Win- 
chester Flashlights and 
Batteries, Fishing Tackle, 
Ice and Roller Skates, 
Cutlery and Tools—each, 
in its sphere, as outstand- 
ing as a Winchester Gun 
and each to be heavily 
advertised in the Win- 
chester National Cam- 
paign. 




















LOOK THEM OVER 





Winchester Guns and Ammunition 
—a Jine which the whole world knows. No 
more need be said. 


Winchester Metal Preparations 


—the finest cleaning and lubricating prepara- 
tions for guns and also for hundreds of other 


uses. 


Winchester Flashlights and Batteries 


—a line of highest quality ultra modern flash- 
lights of convenience, including the new head- 
light and lantern—a light for every flashlight 
need. Better batteries to go with them and 
better radio batteries, too. 


Winchester Fishing Tackle 


—finely made angling equipment which the 
sportsman will regard and cherish with as 
much affection as his gun. 


Winchester Ice and Roller Skates 


—the finest of ice skates and roller skates of 
exceptional strength, with extra mileage in 
the rolls. 


Winchester Cutlery and Tools 


—applying, in other lines, the gun maker’s 
past mastership in making products which 
demand super qualities of steel. 


Get full details from your jobber, 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Display Room 
312 Broadway 
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KINS 


SILVER 
STEEL 


SELL THE CARPENTER AND MECHANIC ON THE 
IDEA OF USING THESE BETTER SAWS AND TOOLS 


One of our slogans is “A 
PERFECT SAW FOR 
EVERY PURPOSE.” This 


Atkins Ne. 40i—The finest and easiest running Atkins No. 51—Skew Back, Regular Width, or 


Hand Saw ever made. Manufactured from SIL- is literally true, but in addi- Narrow Ship Pattern, light in weight; fitted with 
VER STEEL; Mirror Polish, Straight Back, the Atkins Improved Perfection Handle—prevents 


Regular Width, or Light Weight, Narrow Ship tion to saws we make kindred wrist strain. 
Pattern. Furnished with the Improved Perfection & 
Handle. tools, such as _ Plastering 


Trowels, Files, Grass Hooks, 


Floor, Bench and Cabinet 

/ x < Scrapers, Saw Tools, Saw 

Sets, Filing Clamps, Jointers 

No. 16 Butcher Saw—A very popular pattern; 

convenient adjustment, hardwood handle, rigid and many other hardware 

frame. One of ‘The Finest on Earth." . . 7 
items, including our famous 
“ ” 
SILVER STEEL Hack Wood Saw—Atkins 600 line of Wood Saws; se- 
Saw Blades for Hand Frames lected high grade hardwood; double brace, single 


riveted, painted and varnished. Place order for 
and Power Machine Use. auick sales. 


No. 14 Kitchen Saw—A household necessity. Get the Atkins 
Extra high grade. Fitted with SILVER STEEL 
Blade; Beech Handle. Stock a few for quick Catalog 


turnover. 











Th . k b No. 9 Tapered—Very fine crucible steel frame. 
ere is no guesswork about 20-inch blade special steel. 8 points to the inch. 


the value built into Atkins Easy grip handle—permits use of glove. 
products. They are known 
All Atkins Bench Floor 


the world over for their re- or Cabinet Seraper 
4 Blades made from SIL- 


liability, and are sold on a VER STEEL; guar- 
anteed to hold edge 


Atkine Ne. 3 Trowel—See the “hump.” pee  MONEY-BACK GUARAN. longer. 


ferred by plasterers because it is the best value 
for the money. TEE. 





ATKINS SAWS AND TOOLS ARE 
THE BEST VALUE FOR YOUR MONEY 


Special Cross Cut File—All dealers should have a supply of Atkins Files.. There are none 
better. Order a few dozens from your jobber. Display them prominently and make more money. 


E. C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silwer Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. ©. 
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Experience and 
“Experiences” 


HE imexperienced man 

soon has plenty of “expe- 
riences,” but the hardware man 
who reads this trade paper thor- 
oughly and puts the ideas con- 
tained there into practice will 
have the benefit of much expe- 
rience of the right kind to cope 
with his many every-day prob- 
lems. That this statement is 
no idle boast may be proved by 
the many letters of apprecia- 
tion received from our sub- 
scribers. 


Read What They Say 
About Us— 


I have not missed an issue for 
years and think it the best hardware 
publication in existence. 

Yours very truly, 

(Signed) J. F. Newton, 
RicHarps & CoNovER 
HarpwareE Co., 
Gallatin, Mo. 





I would not want to be without 
the HARpwareE AcE. Thanks. 
Very truly yours, 
Atva SHAW, 
Phoenix, Ariz. 


Please send your magazine, Harp- 
WARE AGE, to our six branches for 
the next two years. 

We appreciate the value of your 
magazine, and are anxious to have 
our branch houses benefit thereby. 

Yours truly, 

(Signed) Wm. Reed, Gen. Manager, 
MountTAIN STATES IMPLEMENT Co., 
Ogden, Utah. 
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Bring “Price Atmosphere” 








to your 


store with 


these stoves 


Wt our 5 and 10 cent Star Lead- 
ers, Hibbard has been giving to the 
hardware dealers of America the buck 
shot with which to whip chain store com- 
petition. Now, with these oil stoves, deal- 
ers have the battleships to go out after 
mail order competition. 


You can sell these eight stoves against any 
competition in the world, and in doing so 
build for your store that priceless “price 
atmosphere” which will make it easier for 
you to sell every other item in your store. 
That is how the mail order houses are 
building their reputation as bargain centers 
—by featuring some familiar article at a 
low price. 

Now you can do the same with these 
stoves—meet competition dollar for dollar 
to the last penny—and still not lose a cent. 
In fact, there is a 

















Long Chimney Type, Three-Burner, with Shelf. 





be the equal in every respect to the mail 
order article. Hibbard’s strategic position 
as a dominant buying power makes pos- 
sible the low price of these stoves to you 
—and consequently the low price at which 
you can sell them like hot cakes to your 
trade—and in doing so fill your store with 
customers for other merchandise on which 
you make a full profit. 


Compare these suggested selling prices with 
those in any mail order catalog. These are 
the prices at which you can sell these 
stoves without loss to you. 





margin for you in 


Order in any quan- 
tity you desire. 


each stove which 
will take care of 
your overhead. 


This is not cheap 
merchandise. We 
guarantee them to 


You Can Sell These Stoves At 
These Amazing Prices! 


WICKLESS OIL STOVES 


3-Burner 
With Shelf $14.95 $18.45 
Without Shelf 11.95 14.95 


Retail Prices 


LONG CHIMNEY OIL STOVES 


4-Burner 


There are no restric’ 
tions on your pur- 
chases. Use these 
stoves the way they 
are intended — to 
stimulate your en 
tire business, 


3-Burner 4-Burner 
With Shelf 


$17.95 $20.95 
Without Shelf 14.95 17.95 


Retail Prices 


HIBBARD, SPENCER. RARTLETT & (©. 


211 EAST WATER ST. 
Cort SCoAS CO 
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WINDS 


By Liew S. SOULE 


ee ee rot 


(COOPERATION 


HAIN stores cannot long continue to hold a 
price advantage on standard merchandise. Al- 
ready this is becoming apparent in the grocery 

field, where chain stores have made one of their 
strongest bids for business on a price basis. 


According to a survey made for the Journal of 
Commerce by Dr. R. S. Alexander, Professor of 
Marketing, Columbia University, the independent 
grocers of New York City are selling standard 
grocery products just as cheaply as are their chain 
store c¢ mmpetitors. 


The survey in question covers approximately 1000 
stores and deals with 50 well-known grocery items, 
items which are in everyday demand by the house- 
wives of Manhattan. On the bulk wares and _ the 
more or less unknown items there is little oppor- 
tunity for comparison. The real test is always on 
the well-known items, and when the progressive in- 
dependent merchant is able to meet chain competition 
on those items he can undoubtedly hold his trade on 
his general lines. 


One of the journals devoted to the interests of 
chain stores takes the stand that the above men- 
tioned New York grocers are losing money on the 
standard items referred to; that they cannot afford 
to sell them at the chain store prices. 


We decided to do a little investigating on our own 
hook, to find out whether or not that viewpoint is 
justified. We therefore visited five independent 
grocers in a neighborhood where chain groceries 
abound. These five independent grocers convinced 
us that they are doing a profitable business. They 
further convinced us that only a small proportion of 
the standard items on which they are meeting chain 
store competition are loss leaders. The balance either 
pay their way or show a profit. 


Each of the five independent grocers interviewed 
proved that his business is showing a steady, con- 
sistent growth. All of them are working in close 
cooperation with their sources of supply. 


AN 


AND PRICE 


Mind you, this is happening in the grocery field, 
in one of the greatest competitive districts in the 
United States. Only a short time ago alarmists were 
pointing to the grocery field to prove their conten- 
tion that the independent merchandiser was on his 
way out. Instead of that, however, it looks as though 
the efficient independent grocer who cooperates with 
his wholesaler, is on the way up. 


To be sure, a lot of inefficient and under-financed 
independent grocers have been weeded out, but this 
fact has apparently worked to the advantage of the 
really worth-while ones. A good many wholesale 
grocers have also been forced out of business, but 
this, too, seems to have strengthened those who re- 
mained, and who are now cooperating closely with 
the retailers. 

But what has all this to do with hardware? Noth 
ing directly, but if the independent grocer can stem 
the current of chain store competition, the inde 
pendent hardware man, by comparison, has little to 
worry about. 

Only a small part of the hardware line is atfected 
by chain store competition. Only a comparatively 
small part of the line is adaptable to the present 
chain system of merchandising. It is largely a ser- 
vice line. Groceries, on the other hand, are especially 
adapted to sales by chains. Grocery items are more 
or less standard in all parts of the country; they are 
consumed and repurchased on a daily basis; they do 
not require much in the way of service. The entire 
grocery line is involved in the competition of the 
independent grocer with the chain store. 

Where the independent grocer faces open competi 
tive warfare with an army of chains, the independent 
hardware man is simply annoyed by snipers. 

We have always contended that efficiency and 
wholehearted cooperation in the hardware industry 
is necessary. We are likewise certain that it would 
insure the worth-while hardware merchandisers a 
profitable business in the face of all competition. It 
is simply a case of united, we stand, divided, we fall. 
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Real thought and plenty of time are required to dress a window in this manner, but the results 


are worth it. 


A large portion of Periolat’s success with tools can be attributed to just such 


windows. Tool appetites are whetted through the window displays, and when the customer crosses 
the Periolat threshold, his hunger is easily and quickly satisfied. 


This Little Store Gets a Big Hand 


Periolat’s, Small Chicago Loop Store Does Large 
Small-Tool Business 


at 205 W. Randolph St., Chicago, Ill. The store is 

small in size, but any lacking floor space is made 
up by the extra large volume of tool business which it 
handles annually. 

In a store of this character, situated in Chicago’s 
“loop” business district, it is necessary to carry a more 
diversified stock of tools than is generally customary, as 
the demands from every type of skilled labor must be 
met for special tools. Shop and garage mechanics, 
factory machinists, carpenters, lathers, cabinet makers, 
plasterers, brick masons, tile setters, tinsmiths, electri- 
cians, plumbers and stone masons all expect Periolat’s to 
have their favorite tools—and they are seldom disap- 
pointed. In addition to a large clientele among the 
trade’s, a goodly share of their patronage comes from 
loop business men, who purchase the class of tools hav- 
ing a general use. 

To properly serve their customers, they are required 
to have, not only large, but also well assorted stocks. In 
order to accomplish this, the small room is utilized to the 
nth degree, and shelves from floor to ceiling are loaded 
with goods. So far as practicable the tools are shown 
by open display methods, though the limited space does 


Pros wk operate a small retail hardware store 


not permit the use of the familiar tables. The system 
con$ists of specially constructed bins and trays, arranged 
in staircase fashion, permitting easy accessibility and 
an unobstructed view of each compartment. Every bin 
has a conspicuous price card, and the figures are large 
enough to be prominent even to a nearsighted person. 


Las arrangement of a tool display makes buying 
easy and handy and facilitates quick service with the 
minimum amount of effort from the sales force. A “sign- 
hanger” comes in and walks directly to the place where 
the star drills are displayed—picks out the size he de- 
sires, observes it is marked 65c., pays the salesman and 
is on his way out, all in less time than it would take to 
make his wants known in many stores. Other skilled 
workmen secure their tools in a similar simple and ex- 
peditious manner. The average of “impulse” sales is 
high, as often the customers see other wanted articles 
displayed and make additional purchases. 

A little more time is required when serving the lay- 
man, as often he wants advice in his selections or has 
questions to ask concerning the use of the tool. One 
of the most important factors contributing to Periolat’s 
success in the tool business has been that customers 
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‘ knew they could find the specific tool needed, at a fair 
price, when they went to Periolat’s. 

Window displays are relied on to a great extent to 
stimulate tool sales. Periolat’s believe that the desire of 
possession must be created by showing the goods, and 
their experience has shown that their confidence in good 
tool windows has not been misplaced. The one large 
display window of the store is always used to show 
tools. This window is about 10 ft. long by 5 ft. deep, 
and every inch of the space is used to advantage. In 
the trim illustrated in connection with this article, it is 
estimated that 1000 individual items are displayed. In- 
ventory of the merchandise revealed that the display 
represented nearly $1,000 worth of tools at wholesale 
prices. 

We believe you will agree that this is a most com- 
prehensive display of tools for a window of such pro- 


portions. Every item bears a price card, and the win- 
dow is attractive when considered as a whole, and at 
the same time each individual article is properly dis- 
played. 

An interesting feature of the display is the use of 
rubber vacuum display cups. -These are used to mount 
featured tools or leaders flushed with the window glass, 
in order to direct special attention to a low price or a 
new product.: In the photograph of Periolat’s window 
hand saws are featured in this fashion. 

Real thought and plenty of time are required to dress 
a window in this manner, but the results are worth it. 
A large portion of Periolat’s success with tools can be 
attributed to just such windows. Tool appetites are 
whetted through the window displays, and when the 
customer crosses the Periolat threshold, his hunger is 
easily and quickly satisfied. 





When Young Displays Tools in Window 
Sales Always Show Good Increase 


oT UR tool department has always been one of the 

QO very active departments in the store,’ writes 

R. A. Young of M. S. Young & Co., Allen- 

town, Pa. “We find that the demand is constantly in- 

creasing, due partly to our window displays, as we feel 

they are one of the best mediums of advertising avail- 
able.” 

When this retailer wrote the above, he struck the key- 
note of modern merchandising. 

What else but success can come to the dealer who 
takes a staple line, well priced and intelligently displays 
the merchandise at frequent intervals? 

The M. S. Young & Co. was established in 1843 in 
Allentown. Since the very beginning, the tool depart- 
ment has accounted for a good portion of the company’s 
sales volume. 

Mr. Young, continuing his comments on the display- 
ing of tools says, “It was not many years ago that the 
average hardware dealers’ window resembled a pawn- 
shop, for he believed an ideal display was a little of 


aa 
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everything in stock. Oftentimes these windows were 
allowed to stand for months at a time. 

“We have made a very thorough study of hardware 
displays and find that by specializing on particular 
brands of material, We can show to very good advantage 
one line at a time without overcrowding. 

“As soon as a tool window is put on display, we im- 
mediately feel the demand in the store. Our sales 
usually jump considerably. The window is usually 
allowed to stand from one to two weeks at the most.” 

The majority of tools sold in the Young store are 
bought by mechanics, carpenters and machinists. These 
men of the trades have made Young’s their headquarters 
for many years and have been well satisfied with the 
quality tools at reasonable prices. 

The company also meets a large tool demand from 
home owners. The excessive expense involved in hiring 
a mechanic and the training received in local Manual 
Training Schools has been found to stimulate this kind 

(Continued on page 111) 
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REALISM 


By SAUNDERS NORVELL 


ESTERDAY, March 25, there was a decided reaction 

in the stock market. The selling was drastic. The 

prices of stocks all down the list fell like a house of 
cards. Paper profits were wiped out and speculators on 
margin received telegrams from their brokers asking them 
to “sweeten up.” I understand most of the brokers, in- 
stead of waiting until the morning to send out their margin 
calls, sent a telegram to the homes of the speculators the 
night before. It hardly helps a case of insomnia to be 
awakened in the middle of the night by a telegraph mes- 
senger with a polite but insistent call for “margins.” 

Today, before luncheon, I telephoned down to see how 
things were going. I was informed that call money has 
gone to 20 per cent. This is possibly the highest on record, 
about as high as during any of the good old days in 1920, 
that some of us remember so well. 

As I wrote in a recent article, I have my hired financial 
adviser, and | use him when necessary just as I call in 
a plumber. He has been telling me for several weeks past 
to sell my stocks, to accumulate cash and to loan this cash 
out on call. In the light of events up to date, his judgment 
has been pretty good. 

He also tells me that for investment and not as a spec- 
ulation, he considers a list of good bonds today as a very 
attractive investment. The bargain counter in the bond 
department is certainly just full of bargains. A week or 
so ago, Secretary Mellon gave the country a very excellent 
tip. He remarked that in his opinion a good many stocks 
were entirely too high, while on the other hand he thought 
good bonds at present prices were a purchase. 


| HE speculative craze seems to have permeated every 


part of the country. All kinds of people have been specu- 
lating. It is surprising the number of women who have 
been taking a shot at the market. The months and months 
of steady advance of the bull market has thrilled the im- 
agination of the people. On all sides they have heard 
stories of those who have made large profits. At almost 
every dinner party here in New York where men and 
women meet, the prime subject of conversation is tips on 
the market. 

Economists, like Mr. Roberts of the National City Bank, 
have written very clear articles warning investors and spec- 
ulators of the dangers of the credit situation. Recently I 
quoted from Mr. Roberts’ article and stated that the best 
authorities here in New York were looking for a bad 
slump in the market. All these warnings, however, seem 
to have fallen on deaf ears, because the public was in the 
market, stayed in the market and seemed to be insatiable in 
its desire to buy. It is too bad that so many of them 
have been compelled to sell out this week. No doubt many 
of these speculators can ill afford to lose. We are sorry 
for them, but they have no one to blame but themselves. 
Every sign of the times indicated that the great bull market 
had reached its apex. There were warnings in unmistak- 
able terms from the Secretary of the Treasury, from the 
Federal Reserve and from many economic writers, but still 
the mad dance kept on. 


What is the consensus of opinion here in New York at 
present? While there may be a temporary recovery in the 
stock market, they do not believe the worst is over. The 
credit situation, as the Federal Reserve has stated time 
after time, is in a very bad state. This situation must be 
corrected. Healthy conditions cannot exist on the stock 
market until brokers’ loans are reduced and money is re- 
leased from speculation for the commercial necessities of 
the country. The present situation is an impossible one. 
Regardless of what the optimistic financial writers may have 
to say on the subject, matters must be straightened out, and 
until they are straightened out, the stock market is going 
to be a dangerous plaything. 

A short time ago, I dropped in at one of our leading 
banks and asked the president what he thought of the 
market. “Well,” he replied, “I don’t think you had better 
take my advice. J suggest vou see the office boy. The 
office boys here on Wall Street seem to have been more suc- 
cessful in the stock market than some of the bank presi- 


dents. 
x *« * * * 


At the time I wrote my recent article about the Don- 
nelleys of Chicago, I did not know that Mr. Reuben 
Donnelley passed away on Feb. 25. Mr. John S. Minary, a 
hardware dealer of Versailles, Ky., writes me a letter in 
which he calls my attention to the passing of Mr. Reuben 
Donnelley on Feb. 25. 

He also reminds me of the interesting story of Mr. 
Reuben Donnelley. Years ago a brokerage concern, with 
which he was connected, failed. After the bankruptcy 
proceedings, $650,000 remained unpaid. Just a year ago 
Mr. Donnelley announced that he had completed plans 
for the payment of this $650.000. He said in his statement 
at the time, “The obligation is a moral one. I have been 
told ‘that I am foolish to pay this money when the courts 
said that it was not obligatory, but I am glad I have been 
able to come back finally to settle these debts.” This will 
give you an idea of the high character of Mr. Reuben Don- 
nelley. Passing through bankruptcy proceedings does not 
free a man from the obligation of paying honest debts. 
It simply gives him an opportunity to start in business 
again without being harassed by debts which he is at the 
time unable to pay. 


In thinking over this case of Mr. Donnelley, I am re- 
minded of a very similar case that happened in St. Louis 
many years ago. There was a Mr. Filley there, who had 
built up a great stove business. He endorsed for a friend 
to the amount of almost a million dollars. This friend 
failed, and Mr. Filley paid every cent of this amount. The 
Filley family is still a very prominent one in St. Louis. 
He has many descendants, but this story in regard to his 
paying off this moral obligation has almost been forgotten. 

Have you read the story of Sir Walter Scott, the great 
novelist? He went into the publishing business. He signed 
notes. His publishers failed and all the latter part of his 
life Sir Walter Scott worked night and day writing novels 
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to earn money with which to pay off his debts. The debts 
were finally paid off, but debts overshadowed all the latter 
part of Scott’s life. 

Again, take the case of Mark Twain. He backed a 
publishing concern and also a patented printing press. In 
these two ventures he lost his entire fortune. Mark Twain, 
financially, was down and out. However, he never com- 
plained. Some of his friends, notably the late H. H. 
Rogers, came to his assistance. As his books were pub- 
lished and became immensely popular, and as his royalties 
came in, he gradually paid off these debts. The latter part 
of his life, too, was darkened by debts, but he took his 
medicine, assumed his obligations, never offered to com- 
promise his debts and finally paid off everything one hun- 
dred cents on the dollar. 

et 2. eee 


The first part of this article about Wall Street was dic- 
tated on the 26th, following the big break on the 25th. 
This paragraph is being dictated on the 27th. Yesterday 
call money went to 20 per cent, the first time it has reached 
this peak since Feb. 5, 1920. It was a record market— 
over 8,000,000 shares traded in. At the last hour, as reported 
in the papers, ‘‘the financial institutions” came to the rescue 
of the market. Now laugh that off! Five pivotal stocks 
were bought at their lowest prices in enormous quantities. 
As a result there was a recovery. Laugh again! Shorts 
rushed to cover. Those who were short on the market 
decided to take their profits. In the last hour, there was a 
general recovery. 

But what has happened? The same thing that has al- 
ways happened before. The little fellow, the outside public, 
the fellow buying on margin was called. His stocks were 
dumped on the market at bargain prices. When the little 
fellow should have been buying, he was forced to sell. Then 
the investment trusts and the financial institutions came in 
and saved the market. They saved the market at the very 
bottom price. Money was very tight. It was so scarce 
on call that it went up to 20 per cent on the Exchange and 
22 per cent was bid on the outside. Of course, money was 
tight. The financial institutions needed the money to buy 
the stocks. They had none to loan. 

It is reported in the financial papers that the leading 
financial institutions were not loaning any money. Now, 
I will ask in all simplicity, why should they loan money 
when they can take the money and buy the stocks them- 
selves at these bargain prices ? 


~“ 
eats taihdcinn write and ask why bank stocks 
are so high. Why are they increasing in price from year to 
year? They ask how banks make so much money? It seems 
to me the answer is very simple. Just study the situation 
and see how the game works. The brokers and their clients, 
by reason of high money, were compelled to sell their stocks. 
The financial institutions and the investment trusts having 
money are able to buy stocks. After the “adjustment” 
has taken place, that is, a sufficient quantity of stocks have 
been transferred from the hands of the public into the 
hands of the financial institutions in order to make a proper 
balance, there will be a reduction in brokers’ loans. Then 
money will be easy and stocks will again gradually advance, 
and after a while at the right time, the financial institutions 
will gradually sell their stocks back to the public. 

There are two questions I have never been able to answer 
satisfactorily. One of them is how the supply of “lambs” 
can be kept up on Wall Street. Where do they come from? 
Where do they get the money? Don’t they ever learn their 
lesson? The other question I have never been able to solve 
is where do all the chorus girls come from? There always 
seems to be a plentiful supply. 


I have just telephoned my financial expert and he tells 
me that in his opinion the bottom of the market was 
touched yesterday (March 26). Bargain hunters are in 
the market today. The market is advancing. He thinks 
money will continue to be tight, at least until after the first 
of the month. As long as money commands such high 
rates, a general recovery cannot be expected. Certain pools, 
working on certain stocks, will give a fictitious appearance 
of stability and strength to the market. This will help 
other stocks. However, the trouble is not over yet. The 
credit situation must be adjusted. My expert thinks there 
will be a slow recovery. 

* oe *k ok x 

Eugene O'Neill, probably our greatest American play- 
wright, is a realist. In his plays, he gives us life “as is” in 
the “raw.” We may not approve of his plays. Some of 
them are not very pleasant. You return home from the 
play with a bitter taste, but his plays make you think. 

Recently I have been treated to a bit of realism that has 
given me a very bitter taste. It was a sermon on prohibi- 
tion, but it was not intended to be a sermon. It was just 
a true story, told over the luncheon table, by a broken- 
hearted old friend. 


H ERE is the story: A well to do old family living here 
in New York in a house of their own in a fashionable 
neighborhood. Social connections of the best. Charming 
young debutante daughter of about twenty. This child is 
the very apple of her father’s eye. She has been given the 
very best educational opportunities. Private school when 
young, finishing school later, trips to Europe in the sum- 
mer. Expensive clothes, automobiles, every advantage that 
love, affection and wealth could supply. A very sweet girl, 
very pretty, very vivacious, but modern in her ideas and 
self-willed. Inclined to think her parents were old fogies, 
“customs were different when they were young.” 

A young man of another family in the same set. Also 
wealthy. Private school, college, trips to Europe, automo- 
bile of his own, shooting lodge in Scotland. Tall, blond, 
blue-eyed and handsome as Adonis. Born with a gold 
spoon in his mouth. Every advantage that money, love, 
leisure and affection could offer in this world. 

The young man meets the debutante at one of the dances. 
Engagement for motoring the next day. Tea at an inn out 
in the country. Long drive home in the moonlight. The 
darlings of fortune. Would she go to one of the night 
clubs with him for dinner and dancing the next evening ? 

She comes downstairs as lovely as a dream in her flimsy 
evening dress. Her proud father takes her in his arms 
and kisses her tenderly. How wonderful and lovely she is! 
How his heart warms to all this young innocent beauty ! 
Yes, she is just going out with Jack to dinner and then 
dance. Jack is a nice boy. There is no question about his 
family. They are in the Social Register. Her father and 
mother have known Jack’s father and mother since they 
were boys and girls. ‘‘Well,” said the father, ‘in my day 
we were not allowed to take young girls out alone. We 
either went on parties, or there were chaperons.” “You dear 
old-fashioned dad,” laughed the daughter, “just imagine 
Jack and myself going out to a supper club with a chaperon. 
Wouldn’t we create a sensation ?” 

Jack’s car rolled up to the door, and this lovely young 
couple, the darlings of the gods, flashed away together. 

2.00 a.m. Father has been resting uneasily. His sleep 
has been troubled. He hears a car draw up in front of 
the house. He waits for his daughter’s footsteps coming 
up the stairs. There is a long silence. He goes to the head 
of the stairs and flashes on the light. His daughter, in her 

(Continued on page 106) 
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The Distribution of 
Fence Belongs to the Retail Merchant 


Constructive advertising and sound policies of fence manufacturers 


are most ‘encouraging to jobbers and retail merchants. 


By ELMER T. WIBLE 


most pleasing one alike for manufacturer, jobber 

and retailer. A few years ago, during the most 
severe period of farm readjustment, sales were low, com- 
petition keen among all factors, and in general the manu- 
facturer’s advertising was beset with conflicting claims 
and a lack of appreciation of the fact that the great need 
in fence marketing is to teach the farmer the profit- 
producing possibilities of efficiently fenced fields. 

The farmer has been struggling along with much less 
than his normal fence requirements. To be true, this has 
been to his detriment, but perhaps a good part of it has 
been unavoidable, due to the trying conditions through 
which he has passed. 

Now, however, the eastern fence sky glows with the 
dawn of a brighter day. Several fence manufacturers 


i tem present situation in the fence industry is a 
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have improved the quality of their fences both with re- 
gard to the steel and the protective zinc coating. The 
fence price situation is more satisfactory all along the 
line than it has been for several years. The advertising 
of the leading fence manufacturers is all of a construc- 
tive nature, importuning the buyer to a more extensive 
use of fence because of its great investment value. In- 
evitably this is having its effect in the minds of farmers 
in their attitude toward this important equipment. Both 
jobbers and dealers are realizing that fence is far too 
important and primary a product to be used as a price 
football to the disadvantage of everyone concerned. 
Farmers are becoming more mindful of the advantages 
of fence, as is undisputably shown by their increased 
purchases of the past two or three years. 

Apparently the fence price situation is to be further 
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| HE only way 
for the farmer 


to obtain fence of 
the quality and 
durability of the 
best known brands 
is to obtain them 
from the _ inde- 














pendent retail 
store. 


cleared up and made more satisfactory to the merchant 
under a new plan which is gaining favor among manu- 
facturers under which minimum resale prices are sug- 
gested for each individual fence item, thus placing the 
pricing of fence in the same category as that of washing 
machines, vacuum cleaners, automobiles, electric irons 
and many other products. 

Another particularly pleasing situation in the fence 
industry is the clean skirts of the fence manufacturers 
with respect to mail order and chain store distribution. 
By its very nature, fence is an item which does not fit 
in with the usual chain store distribution which has af- 
fected so many other hardware items. This is one 
reason why the distribution of fence should be jealously 
retained by hardware merchants instead of allowing it 
to slip into other local resale channels as has been the 
tendency in recent years. The distribution of fence be- 
longs to the retail merchant and it will never be seriously 
usurped by the mail order house or chain store. 

It is well known by merchants that manufacturers in 
many lines, while manufacturing merchandise for distri- 


bution to the retail trade, at the same time manufacture 
similar or lower grade merchandise for mail order houses, 
thus setting up competition which is difficult for their 
own dealers to meet. Happily, this situation does not 
apply in the fence industry. The leading fence manufac- 
turers do not produce fences for mail order distribution. 
The leading brands of fence do not have their counter- 
part in the mail order market. The only way for the 
farmer to obtain fence of the quality and durability of 
the best known brands of fence is to obtain them from 
the independent retail store. Thus, the leading fence 
manufacturers in full sincerity can and do in their ad- 
vertising direct the interested fence prospects to the local 
merchant in his community. 

Fence is an item that has a larger than average unit 
of sale and has a lower sales cost because it requires 
little shelf and display space, minimum of handling, little 
or no shelf wear depreciation, and a minimum of delivery 
cost. It is steadily growing in importance and should 
have the attention of every progressive hardware mer- 
chant. 








W. F. Whiting, who succeeded Herbert C. Hoover as Secretary of Com- 
merce, believes the small man can meet the new competition. “‘I believe,” 
he says, “that the small man has a role to play in the future if he will 
heighten his efficiency. Big business has learned that it has been necessary 
to change in accordance with changing conditions. The little business must 
do the same if it is to be successful.” 
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FUNDAMENTALS of BUYING 


UYING for 
profit in- 
volves four 

fundamentals _that, 
of themselves, are 
simple in the ex- 
treme. They are: Buying the right merchandiise, in the 
right quantities, at the right time and at the right place. 
Presumably this is what we do when we order mer- 
chandise for our stocks, for certainly all our buying has 
but one purpose in mind—that of making a profit. 
Why, then, does profit so often fail to materialize? 
How is it that we so constantly 
violate some one or more of the 


By ARTHUR C. LAMSON 


Marlborough, Mass., President National Retail Hardware Association 


was certainly over- 
looking this first 
fundamental _ prin- 
ciple. And instances 
such as this may 
be multiplied by 
hundreds, perhaps thousands, in our own stores. 

Demand is constantly changing because living habits 
and other factors affecting buying are changing. How 
can we buy for profit unless these changes are carefully 
watched and we are governed by them? 

In a city in the Middle West sometime ago a man 
noticed a carpenter using an im- 
provised miter box. It con- 





fundamentals to which I have 
referred? Perhaps it is because 
we fail to observe the rules 
which need be followed. 
Without the guidance of such 
rules we may think we are buy- 
ing for profit when we are really 
buying to satisfy the selling ap- 
peals of salesmen, or buying in 
accordance with fixed habits and 
traditions, or just buying. 


I HIERE is a tremendous dif- 


ference between ordering goods 
simply because they are offered 
to us or because they are on 
the want book, and buying with 
definite knowledge that we are 
observing those fundamentals 
essential to really buying for 
profit. 

Inventorying the stock of au- 
ger bits in a certain retail store 
not long ago a manufacturer 
found one gross of the 15/16 





ARTHUR C. LAMSON 


sisted of a 2 by 4, sawed to 
guide the artisan in making cer- 
tain miters, and nailed to a car- 
penter’s bench. The carpenter 
explained that he was mitering 
wider material that a small box 
could accommodate, and_ that 
union rules prohibited the use 
of steel miter boxes on account 
of their cost. 


Here was a condition 


affecting profit. Obviously the 
merchant buying steel miter 
boxes in that community was 
doomed to a disappointment in 
sales. 

Inseparably associated with 
the question of buying the right 
merchandise is that of specify- 
ing the proper quantity. The 
Program of Applied Activity 
says that Henry Brown should 
“maintain some form of stock 
control which will reveal obso- 








size. Other quantities were more 

nearly in proportion to com- 

munity requirements. But this merchant would certainly 
insist that he buys for profit. Was he? 

In buying merchandise our thoughts are too likely 
to go first to the question of price, when, if I have listed 
the fundamentals of buying for profit in their correct 
order, it is the last consideration. I do not mean to infer 
by this that price is not a very important matter. It is, 
but there are other considerations which must come first. 

Of what consequence is it if the price is right if we 
don’t buy the right merchandise, in the right quantity 
and at the proper time? 

I believe the Program of Applied Activity, adopted 
at the Boston Congress, very properly placed first the 
statement that the dealer should “‘be governed in selec- 
tions by definite knowledge of community requirements 
and full consideration of changing trends.” 

The dealer with the gross of 15/16 auger bits in stock 


lete or slow-moving merchan- 
dise and permit orders to be 
placed upon the basis of experience rather than intuition 
or guesswork.” 

That is what your National Congress says Henry 
Brown should do, but getting Henry to believe it, and 
do it, is quite another matter. 

“I know my stock. I know how much to buy. [ 
know what to order,” he insists, and yet in practically 
any ten feet of his stock are items to prove that he is 
wrong. I do not believe any hardware retailer can say 
he is buying correctly so long as his stock-turn stays 
under three times a year. 


H ENRY BROWN, hardware retailer, is not alone 
in this mistaken belief that his business is so small, and 
he is so close to it, that he needs no records to guide his 


buying. Henry Brown in all other lines says the same 


thing. 
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for PROFIT—AN ANALYSIS 


There Are Certain Fundamentals Which 
Must Be Observed In Buying Practices If a 





Last fall the United States Chamber of Commerce 
issued a bulletin entitled “Retail Profits Through Stock 
Control.” It contained the experience of a retail sta- 
tioner who established records not unlike those recom- 
mended by our Association for this purpose. His three 
years’ experience may be briefly summed as follows: He 
reduced the value of his inventory 8 per cent, though he 
reduced the number of items carried 32 per cent. He 
added a number of new lines 
during the period. He increased 


Satisfactory Profit Is To Be Realized 








cause he is not buying at the right time, and conse- 
quently is not buying for profit. 


I N one of our Conventions a year or so ago a hardware 

dealer complained that peddlers were very active in his 

locality and that they were taking the business away from 
the local merchants, himself included. 

Questioning developed — the 

fact that the dealer did not know 





sales volume 20 per cent. He 


what concerns were represented 





increased dollar profits 50 per 
cent. 

This is certainly a striking 
example of the difference in re- 
sults when buying for profit on 
the basis of definite knowledge, 
and buying on the basis of 
memory. But doubtless many 
stationers will be able to give 
you endless reasons why they 
do not need stock control. 

Not only are stock control 
records valuable from the 
standpoint of indicating the 
right merchandise and the right 
quantities, but they indicate the 
right time to buy, or not to 
buy, with far more accuracy 
than Henry Brown ever attains 
by rule-of-thumb methods. 

Last April a man wishing to 
purchase a diary stopped into 
a chain store and asked for one. 
The sales person informed him 
that she was very sorry, but that 





“Hardware Mer- 
chants Must 
Buy the Right 
Merchandise, in 
the Right Quan- 
tities, at the 
Right Time, at 
the Right Place ; 
and at the Right 

Price” 


hy these peddlers nor the prices 
and terms at which they were 
selling. Yet he was complain- 
ing of peddler competition. 

Lacking this essential knowl- 
edge, how could the dealer pre- 
pare to meet his competition ? 
We find a similar situation with 
other types of competition, and 
much of his talk is not suffi- 
ciently specific to gain the atten- 
tion and interest of those from 
whom prices must come. It is 
in recognition of this situation 
that the Program of Applied 
Activity tells Henry Brown that 
he should: 

“Study offerings of competi- 
tors, both as to quality and price, 
that purchases may be made 
with accurate information of 
the situation to be met.” 

Isn’t it perfectly logical that 
in order*to buy to meet compe- 
tition he should know just what 








they had disposed of their en- 
tire stock of diaries about a 





price is to be met and just what 
quality. It should seem that 








month before to the local sta- 
tioner, and the customer was 
directed to that store. 

The point to the incident is that the chain records had 
shown them that there were so few calls for diaries 
after the first three months of the year that they were 
perfectly willing to dispose of their entire leftover stock 
to the local stationer at an attractive price. The sta- 
tioner could carry the stock investment in return for 
the few sales that would be made until the next season 
and the chain was willing to lose these few sales. 

We think of such a thing as being unlikely to happen 
to Henry Brown, and yet on many items where there is 
a seasonal selling period, such as certain types of paints, 
we find Henry entering the slack period with just as 
large a stock as he carried for the peak season—all be- 


Henry Brown should know 
that. The fact is, he does not. 
Sut while he may talk about chain store competition, 
and mail order competition, or peddler competition, he 
is really posted on comparatively little of the merchan- 
dise offered through such sources either as to price or 
quality. 

Large stores employ shoppers who do little else than 
visit the stores of competitors, inspecting the offerings 
made and bringing back to their own establishments ac- 
curate information. Of course, Henry Brown’s estab- 
lishment is not large enough to permit operations of this 
kind, but how many of you, for example, make it part 
of your policy to visit at regular periods the stores of 
concerns you believe to be underselling for the purpose 
of studying their offerings? (Continued on page 104) 
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By JOHN TOMAJAN 


HE idea came to me while I was addressing a 
group of department store sales people in a middle 
western city. 

“Would you be able,” I asked, “to help a bride, just 
starting in housekeeping, to select the equipment for her 
kitchen ?” 

The question seemed to hit the mark. Most of my 
listeners had felt that the burden of selection rested with 
the purchaser. They had not realized their potential 
responsibility to act as experts in recommending the cor- 
rect assortment of equipment for the ideal kitchen. 

Our system of distribution has been so over-impressed 
with the maxim of “caveat emptor”—let the buyer be- 
ware—that we are likely to place the entire burden of 
buying upon the purchaser instead of assuming some 
of the responsibility upon our own shoulders as sellers. 

In expressing my views on this subject, I am not con- 
fining myself to the position of the manufacturer. What 
I have to say will apply with equal force to everyone in 
the chain of distribution—the manufacturer, the jobber, 
and the dealer. This is a plea for better selling ; and for 
buying with a view to better selling all along the chain. 


Rerurninc to my talk to the sales people. The old 
thought was to let the consumer select what she wanted. 
Service? Yes! But service, as we understood it, ended 
with a polite greeting, a courteous attentiveness, and an 
apparent willingness to do the customer’s bidding. 

But is that service in the broader sense? Obviously 
not. Service, in its broadest sense, involves a guiding of 
the purchaser to the end that the purchaser will spend 
his or her money most wisely from every standpoint. 
And that means a thorough preparation on the part of 
the seller to take the position of an expert in giving that 
guidance. , 

In the case of the bride who is equipping her home, 
the responsibility lies with the sales clerk to recommend 
the correct equipment—complete, yet commensurate with 
her budget. 

In the case of the retailer, it is the duty of the jobber 
to recommend what constitutes the well-balanced, com- 
plete assortment of merchandise, yet one which is in 
proportion to the inventory budget of the dealer. 

Likewise, it is the duty of the manufacturer to make 
full use of his knowledge and perspective based upon 
a national distribution to assist the jobber in selecting 
the correct assortment to show in his catalog—one which 
will insure an up-to-date line, a balanced inventory, quick 
turnover, minimum investment. 


ORDER out of 
(CONFUSION 


General Sales Manager, The Washburn Company 








“Would you be able to help a bride just 
starting in housekeeping to select the equip- 
ment for her kitchen?” 


Much has transpired in the hardware industry during 
the past two or three years. What was once a staid 
and staple field has become one of considerable change- 
ability. Confusion has entered into the situation. Style 
has become a factor or real importance. In the struggle 
to find “what the consumer wants,” many new items, 
and many new varieties of old articles, have been pro- 
duced. All this has meant some experimental, hit-or- 
miss, manufacturing and buying. But, in addition, it 
has meant experience to the observer. 

There is no short cut to experience. Only actual ex- 
perience, with observation and study, can bring experi- 
ence. But the experience, once gained, should be used 
by everyone in the field. 

Let me illustrate what I mean by confusion. No single 
development in the hardware field has done more to 
bring this about than the advent of color. Color in the 
home has been, and still is, a magic force that has done 
much to stimulate interest on the part of the consumer. 
It has helped the necessities to bid for their share of 
the consumer’s budget dollar. So I do not want to be 
misunderstood in the comments I am about to make. I 
believe in the beauty of color. I believe in the value of 
color in merchandising. But at the same time I am 
very sensitive to the power of color for good or for evil 
depending entirely upon how it is used. 


Tuas problem of correct assortment was brought to 
me forcibly a few months ago in conversation with the 
merchandise manager of a large department store or- 
ganization. I obtained the privilege of making a thor- 
ough survey of the lines they were carrying, with a view 
to simplification, and with the view of mapping out their 
course for the coming year. 

First of all I obtained a list of all the items they had 
purchased during the year. I found a shocking condi- 
tion and yet one which was a natural result of the quick 
and frequent changes that had occurred in the field. 
They had purchased one hundred and nineteen different 
numbers in the Strainer group alone! And the same 
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‘ pyramiding of inventory had taken place all through 
the line. 

Now, working back from the consumer, obviously 
that number of strainers is not necessary to equip the 
home. These numbers had crept into this stock because 
of the buyer’s desire to keep abreast of the times. 

But what did that mean? 

In laying out the ideal assortment of strainers for 
that store to carry, I found that twenty-three items 
were all that were needed. That provided, however, 
for only one color of handle. For each additional color 
eleven items would have to be added. Therefore, even 
if they had carried four different colors, their stock 
should have consisted only only of fifty-six numbers. 
The minimum ideal stock for a department store should 
comprise two colors. Consequently this store should 
have had thirty-four strainers instead of one hundred 
and nineteen. 


To put this proposition in other words, a little over 
two-thirds of their strainer stock was slow moving or 
dead. Only one-third was made up of active numbers. 
The two-thirds collected dust and became shop worn. 
The shopworn section of the stock overshadowed the 
bright, new stock and made the entire counter look 
shabby. 

This is not a criticism of that store. It simply invites 
a facing of the facts in the merchandising situation to- 
day. With the upheaval that has taken place in the past 
few years it is only to be exected that confusion would 
be left in its wake. We have now had experience on 
which conclusions may be based, and on the basis of 
which the course for the future may be charted. 

Now we return to the proposition which I submitted 
earlier in this article. This is a plea for better selling. 
And it is a plea for buying with a view to better selling. 
The application of this rests with no single section of 
the chain of distribution, but with all, manufacturer, job- 
ber, retailer. 

Because of his national position and his ability to see 
the situation in perspective, the manufacturer should 
study his business and his sales so as to place his sales- 
men in a position to help his customers select the correct 
assortment of live items and rid their inventories of slow- 
moving numbers. 

The jobber’s duty is to be receptive to the suggestions 
and recommendations of the manufacturers along these 
lines so that his catalog will present to the dealers not 
an encyclopedic array of everything the entire industry 
makes, but a simple, well-balanced line. I have seen 
some jobbers’ catalogs which present pitfalls to the 
dealers. They contain too many numbers. 


One catalog which I was studying a short time ago 
showed twenty-four different mechanical egg-beaters. 
Any dealer, buying from that book, would be confused 
by this array. It showed almost every type of egg- 
beater made! Contrast that dealer’s position with that 
of the manager of a chain store to whom is submitted 
a list of items by the central buyer and every item of 
which is a good number. He can buy every item in the 
list without going wrong. Whereas this jobber’s dealer, 
if he should buy every beater illustrated in the book, 
would have an unbalanced inventory, too many egg 
beaters. 





The jobber therefore will do well to demand of his 
sources that they keep his lines clean. He has a right 
to this sort of cooperation. No manufacturer worthy 
of the jobber’s business would hesitate to grasp at that 
opportunity to work with the jobber. And with the lines 
clean, the dealer would be able to buy from the catalog 
with the assurance that he is getting the right assortment 
for his stocks. . 

Such cooperation on the part of manufacturers, and 
jobbers and dealers, is more valuable than price con- 
cessions because it means increased efficiency, the profits 
from which stay in the till after the year’s work is over. 
In our mad scramble for price advantages, we some- 
times forget that, after all is said and done, what we 
want is not so much a lower price on the invoice as an 
improved net position at the end of the year. No surer 
and safer way to this end can exist than to improve our 
efficiency in selection of stocks and in merchandising. 

During the next few years profits are going to come 
not from great upheavals and upward swings in the 
business trend. Quite the contrary. Profits are coming 
only from savings in operating costs, and from improve- 
ments in the efficiency of operations. If out of every 
$100.00 invested in inventories, only 50 per cent is ac- 
tive, there is an economic waste that the efficient distrib- 
utor will not countenance. The problem is to make the 
entire $100.00 active; or else invest only $50.00 in the 
active stock and withdraw the dead $50.00 from the 
business. 

It is difficult to discuss a subject of this kind without 
going into infinite details. And yet, details in an article 
of this kind are out of place. My sole aim has been to 
point out the problem. If I have succeeded in placing 
before us all a clearer conception of our duty to help 
each other restore order out of confusion, my purpose 
will have been accomplished. I am convinced that a 
careful study of sales and inventories during the next 
few months will accomplish more in improving the net 
position of the dealer, the jobber, and the manufacturer, 
than any single agency in the entire business field. 

I am convinced that there is no room in the field for 
the seller who places upon the buyer the entire responsi- 
hility of selection of the lines to carry. 


Nor is there room for the buyer who still believes 
that an extra “confidertial” discount is the way to in- 
creased profits. The modern buyer feels his responsi- 
bility as a seller much more deeply and realizes that the 
only profit that stays with him-is the profit that comes 
as a result of his greater efficiency in merchandising, and 
who selects his sources of supply carefully, placing defi- 
nitely at their doors the responsibility of guiding him 
in the careful selection of the assortment of merchandise 
that is to constitute his offerings to his dealers. 

Finally, the wise dealer will select as his jobber one 
whose catalog is always up-to-date, and who presents to 
him a clean, carefully selected, variety of merchandise 
so that the dealer may even go so far as to order blindly 
from the catalog without running the risk of accumulat- 
ing a cluttered inventory which freezes his capital and 
will eventually freeze him out of business. 

And so I rest my case. My plea is for better selling ; 
and for buying with a view to better selling. Only un- 
der such a policy of closer cooperation on the part of all 
the links in the chain of distribution can we hope to re- 
store order, and orders, out of confusion. 
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CRINS 


SILVER STEEL 


SAWS 


SHOWCARD, to bring the 
best results, should be spaced 


and laid out with care. “Plan 
your work, then work your plan.” 
First rule off the border or margin 
in light pencil lines. This should be 
Y4 to 3 in. from outside edge, or as 
liberal as the amount of copy will 
permit. The wider the margin and 
the more open space, the more effec- 
tive the card will be. Small letter- 
ing correctly spaced will be easier to 
read than large lettering which has 
the appearance of being crowded. 
Draw a line through the center of 
ecard; this will help to divide spaces 


The DRAWLET 
Lettering Pen 


By JOSEPH BERTRAM JOWITT 


and properly balance the lettering. 
Then draw the horizontal guide lines 
the height you wish to make your 
lettering. Next sketch in your let- 
tering. (This is done with a hard 
lead pencil, not an outlined letter but 


Beautify your 
se a ee 


NGC 
BATH ROOM 


$ 
FIXTURES 2 


single line pencil sketch of each let- 
ter.) When the lettering is dry the 
pencil marks may be easily erased 
with a piece of Art Gum. The 
Drawlet Pen is an important in- 
vention for this work; it is fool- 
proof and the beginner need only 
try it once to be convinced of its. 
practicability. It will fit in an ordi- 
nary penholder and is held in the 
same manner as your fountain pen. 
In order to flow properly, the ink 
should be thinner than brush ink. 
Each pen is equipped with a reser- 
voir ink retainer, which permits the 
writing of several words with one 
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‘dipping. On the top of plate is an 
enlarged illustration of the Drawlet 
Pen. 

At bottom of plate are shown the 
upright, horizontal, oblique and cir- 
cular practice strokes. The beginner 
should first concentrate his practice 
work on these before attempting the 
letters. 

For very fine Roman, Italian and 
Old English lettering, like small win- 
dow tickets for cutlery and _ silver- 
ware, the stub round writing pens 
will be found a useful part of the 
show card writers’ equipment. This 
pen point being about the size of a 
regular stub pen has a small reser- 
voir, but will not retain as much ink 
as the Drawlet Pen. 


PVANSVILLE- 
Tool Works, « 


ammers 


CRESCENT 


50 


ACME RED TIP 


75F +190 


_ The illustrations on the showcards 
were cut from the pages of Harp- 
WARE AGE and pasted on the cards. 
The beginner at showcard writing 
should possess the following outfit: 
4 single stroke brushes, numbers 6, 


te 


Dutch 
Boy 
WHITE 
LEAD 


oe your 


a EDR 


ERG AEE > 


Spring Fainti 


8; 12, Red Sable, and one 1% in. flat 
stroke black hair. Three 2 oz. jars 
of water color ink, red, white and 
black; one set of Esterbrook Draw- 
let Lettering Pens (round nibs), 
numbers 1, 2 and 3; one set of Stub 
Round Writing Pens, 11%, 2, 34% and 
3. One 12 in. ruler; one piece of Art 
Gum Eraser. 

A portable showcard drawing 
board may be made out of ordinary 
box lumber and covered with oilcloth 
or heavy paper. A convenient size 
would be about 28 x 44 in. In order 
to obtain the correct slant to work 
upon, nail a piece of wood 6 in. wide 
and 44 in. long underneath at the 
back. Nail another piece 2 in. wide 
and 44 in. long underneath at the 
front. For sitting down this draw- 
ing board should rest on a table 28 
to 30 in. high. If the student desires 
to work standing up, the table or 
counter should be built according to 
the height of the student. 

The mixing of water colors and 


the combinations that blend proper- 
ly is a very important thing. Some 
people have a natural taste in choos- 
ing colors that will harmonize. 

On a dark blue background almost 
any light color will look well. Ona 
background of cream or butf do let- 
tering in brown or dark blue. Avoid 
lettering in tints or light colors on 
a white background. On a light red 
background, white lettering will stand 
out more prominently than black or 
blue. 

In mixing the following colors, the 
first color mentioned in each com- 
bination, being the base, should be 
used in the greatest amount. 

White with a touch of black pro- 
duces gray. 

Yellow and blue make green. 

White, very little yellow and a 
touch of red make flesh color. 

Blue and red produce violet. 

Yellow and light blue produce or- 


ange. 
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No Worthy Job is Trivial 


3 a picture of your job in its relation to the whole 
business with which you are connected and then, in 
turn, see how this whole business relates itself to society 
at large and you will see that nothing which contributes 
to the success of a worthwhile business is mean or trivial. 
A rivet which holds a belt together is relatively as im- 
portant as the flywheel of the motor. If the rivet 
breaks, the whole business is interrupted. We should ad- 
mire the man who magnifies his office and takes pride in 
his job. Pride is a great sustainer of prolonged effort. 
To be sure, it is easier to replace a rivet than a flywheel. 
So, too, it is easier to replace a man in a simple job than 
in a complex one that requires years of training. But 


there should be no difference in the spirit of the indi- 
vidual in his job. It is the spirit that gives vitality and 
satisfaction in the job. The constructive view of any 
job, no matter how trivial, brings self-expression and 
theretore, satisfaction to the worker.—Harris-Dibble 
Bulletin. 


There is always some camel waiting for the last straw 
to break its back. x ok x 


Move along with the world—or it will move along 
without you. * x x 


It’s the-short lane that is apt to lead you astray. 
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is the primary motive for all business 
—a charge you are entitled to for 
rendering a service 


By R. J. ATKINSON 
Brooklyn, N. Y. 


ROFIT is the primary motive for all business. 
Port is not, as many think, the amount left over 

after all bills and expenses are paid, but a charge 
you are entitled to for rendering a service. 

If, for instance, a man in your locality wants a ma- 
chine bolt and you have anticipated his 
want and invested your capital in a 
stock of bolts and a place to house 
them, you are rendering him a service 
and you should not only get back the 
cost of your investment but also a suf- 
ficient service charge that will make it 
profitable for you to seek and supply 
his further wants. 

Very often the difference between a 
merchant and a storekeeper is that the 
merchant visualizes this service charge 
while the storekeeper simply adds a 
fixed percentage to the cost hoping that 
in the end he will come out all right. 

Continued profit in any business will 
only come from constructive planning, 
and while we are on this subject I won- 
der how many people ever give much 
thought to the word “planning.” 

When studying this subject I re- 
alized that it would be necessary for me 
to analyze it, and in making that analy- 
sis I thought how best could I define 
the word “plan.” I have a definition 
all my own, and I am going to give 
it to you now to take home and ponder over. A plan 
is an organized dream put into action, and so “Planning 
for Profit” is organizing what you know should be done 
and putting it into action. 


Berore an architect draws a plan he first gets an 
idea of what he wants to accomplish. You start in busi- 
ness or are in business, and so people may know who 
you are you put a sign above the door telling the public 
that this is your store and represents you. 

Suppose when you go home from this convention you 
take the viewpoint that your store truly represents you. 

Look at the windows. Are they your ideal of the way 
windows should be? 

Is the paint on the front as nice as you would like 
to have it, or does it truly represent the value of the 
paint you sell? 

Stop a moment at the front door after entering and 
see if the stock is clean and well kept and placed to best 
advantage. 

Go back to your desk and see if you have all the 
needed information about your business arranged so that 
it is at your fingertips. 


R. J. ATKINSON 


Do you know how much you owe and how much is 
owed you? 

Do you know exactly how much it costs you each day 
to run your business and how much profit you must 
make on the goods you sell to pay that cost? 

These and many other questions are 
all pertinent to the subject “Planning 
for Profit,” for you, like the architect, 
must have a background for your plan 
if you are to build to accomplish. 

We are all faced with changing con- 
ditions. We see changes in our own 
towns and cities where more modern 
dwellings have come in competition 
with older types, and the older types 
are either being equipped with new 
lighting and plumbing to compete or 
are slowly being forced out of the pic- 
ture as sought after homes. 

What is true in this picture of com- 
petition of homes is just as true as the 
competition for business. 


‘Tee factory that once made buggies 
is no more, but the amount of money 
invested in vehicle transportation has 
multiplied a thousand-fold. 

The purchasing power of the peo- 
ple of this country, especially through 
its stores, has never been greater. 

The competition for a share of this money has never 
been as keen as at present. 

A glance through any paper or magazine will give 
you some idea of the appeal being made to the pur- 
chasing public for a greater share of their dollars. 

The automobile manufacturer competes with the home 
builder. 

The talking movies compete with the legitimate 
theater. 

The bus competes with the trolley and railroad, and 
I could go on and give numerous examples of how much 
effort is being made to divert some of the flow of money 
into particular channels. 

One of the most striking is a statement I read lately 
that the flu has not visited ladies who are cigarette 
smokers. I am a little suspicious that this statement is 
propaganda of some cigarette manufacturer and cannot 
guarantee that it is the result of any scientific medical 
analysis. 

We have seen the change in the catalog house from 
mail solicitation to direct appeal by the use of direct 
contact stores now being opened all over the country. 

(Continued on page 102) 
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The Louisville Survey 


By EDWARD F. ROBERTS 





VERY business man who is concerned with the 
distribution of merchandise, whether as retailer, 
wholesaler or manufacturer, should familiarize 
himself with the remarkable experiment which is being 
carried out in Louisville, Ky., under the name of the 
“Louisville Grocery Survey.” This survey is being made 
under the direction of the United States Department of 
Commerce, in cooperation with a group of Louisville 
business men, and it represents the most elaborate and 
scientific attempt ever made in this country to establish 
a method by which the vital facts regarding distribution 
may be determined. 

While it is true that the Louisville Survey is concerned 
primarily with the grocery industry, it is dealing with 
conditions which vitally concern every business, and 
which are as important to the manufacturers and dis- 
tributors in the dry goods field as they are to their col- 
leagues in the food industry. As a premise to a review 
of the work of the Louisville Survey, we will briefly 
summarize the present situation with regard to distribu- 
tion, a situation which is the fundamental cause of the 
survey : 


For some years now both manufacturers and dis- 
tributors have been awake to the fact that the business of 
distribution was in a chaotic condition. Costs were ris- 
ing out of all proportion to volume or profit, and the 
spread in price between the factory and the consumer 
of nearly all commodities had reached a point where the 
selling cost was quite frequently greater than the pro- 
ducing cost. The public viewed this state of affairs 
with growing resentment, and “the middleman” was 
the target for its indignation, in spite of the fact that 
that unfortunate individual’s profit margin was steadily 
dwindling. 

The disease was apparent, but all efforts to apply a 
remedy were rendered abortive because of the almost 
total lack of adequate information. It was under these 
circumstances that the Louisville Survey was inaugu- 
rated, and the fullest credit must be given to the Louis- 
ville merchants who had the courage and foresight to 
volunteer as subject matter for the clinic which Dr. 
Frank Surface of the Department of Commerce was 
asked to conduct. 

The survey was originally planned as an inquiry into 
wholesaling operations, but Dr. Surface and his asso- 
ciates quickly determined that any investigation into 
wholesaling must be ineffective if it did not extend to 
the wholesaler’s customers and beyond that to the ulti- 
mate consumer. With a public spirit and a_ broad- 
minded generosity, which calls for the highest praise. 
the business community of Louisville rallied to the sup- 
port of the investigators and supplied both funds and 
personnel without which the survey could not have been 
carried out. The work of the surveyors is not yet more 
than half completed, but already results have been ob- 
tained of the highest importance. We do not propose 
at this time to go into detail with regard to these results, 
but certain facts have been established to which we wish 
to call special attention because of their wide significance 
to our own industry. 

It has been recognized for some time now that one 
of the greatest liabilities under which the business of 











distribution suffered was the existence of inefficient, 
poorly equipped and poorly financed retailers who per- 
form only the dubious purpose of keeping the bank- 
ruptcy courts busy, and whose endless procession of 
failures shows a heavy burden on the communities which 
suffer them. A vivid light on how these inefficients 
emerge on the business stage and the cost of their exits 
is thrown by the Louisville Survey, and it should be 
emphasized most emphatically that there is not the slight- 
est reason to assume that conditions in Louisville are 
in any way different to those in any other city or town 
in the country. 

The survey shows that the mortality among the 
retail grocers of the Kentucky metropolis is about 
30 a month, or one a day. As there are slightly more 
than 1000 retail grocers in the city, that means a yearly 
mortality of about 30 per cent, an enormous task to 
pay in cost of living for tolerating inefficiency. 

Let us reiterate that this is not a private concern of 
the grocery industry, but of vital concern to the entire 
business community. The hardware store owners of 
Louisville and, as that city is no exception, of every other 
city in America should be just as deeply interested in 
these facts. Every business man who concludes his ca- 
reer in the bankruptcy court represents a tax laid on 
the consuming power of his community and reduces by 
that much the possibilities of profit of his neighbors. 

In the course of their work the directors of the sur- 
vey investigated 350 retail stores and satisfied them- 
selves that 30 of these stores were headed for bankruptcy 
because of inefficiency and ignorance of fundamental 
business principles. Twenty-five of these prospective 
bankrupts were queried as to how they obtained their 
start as merchants, and the result of those inquiries 
strikes to the heart of one phase of the problem of waste 
in distribution. 


Sixteen of the twenty-five had been aided in start- 
ing as “merchants” ,by wholesalers and five by loans 
from commercial banks. 

It may be a harsh statement, but in view of the prac- 
tical certainty that a similar inquiry would bring similar 
results in any other line of industry, we must register our 
frank opinion that the wholesalers and bankers who aided 
these incompetents to open stores will be moral partners 
in their bankruptcy. The most superficial investigation 
should have convinced the financial backers of these men 
that they lacked the education and ability to become 
successful merchants, and they cannot escape their re- 
sponsibility for the subsequent disaster. 

In throwing the light obtained from positive facts 
on the grocery situation in Louisville, the survey is doing 
a service of great value, but to render that service of its 
greatest possible usefulness it is necessary that the in- 
quiry be carried forward on a far wider scale, and em- 
bracing at least the other key industries. We suggest 
that the example of the Louisville merchants in initiat- 
ing the survey in their city offers a splendid precedent 
which should be followed by the business men of other 
cities and representing other lines of distribution. It 
is useless to theorize without adequate facts, and the 
Department of Commerce is pointing the way by which 
those facts may be obtained. 
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“We Wish We Were Next Door 


Letters, interesting and informative, con- 
tinue to come from readers who are facing 
mail order branch store competition in 
their own towns. The sentiment expressed 
in the heading on these pages comes ver- 
batim from one of these letters. It is the 
first one published in this group, and is 
certainly typical of the proper and pro- 
gressive view of a modern retail hardware 
merchant, who intends to make the most 
of all changes in his community. With 
very few exceptions letters received con- 
tinue to suggest that the establishment of 
mail order branch stores has a tendency to 
widen trading areas of a town, with the 
natural result that all merchants in the 
town benefit from extra business. Any 
loss due to this new competition appears 


to be felt in smaller communities within a 
thirty mile radius of the town with the 
new mail order branch store.—The Editor. 


“We Wish We Were Next Door” 


SALEM, Ore.—“‘We find that our cash sales have 
picked up since the mail order house has been ‘established 
in our town. We have faced no serious price competi- 
tion; we possibly have an average of two to three cus- 
tomers a week who quote their prices. We can and do 
meet most of their prices except on some of their loss 
leaders. 

“The mail order house chain store has improved our 
city as a market place for a wider trading area, and I do 
know that merchants in the smaller towns within a radius 
of fifteen to twenty-five miles of one of these stores feel 
this competition badly. With our good road systems, 
we are reaching further and further into the rural dis- 
tricts and with their advertising we are getting part of 
this rural patronage. Before the advent of good roads 
the mail order house got nearly all of this trade. It is 
impossible for a customer to get everything he needs 
in the hardware line in one of these stores as their line 
in general hardware is very incomplete. 

“Most of their former mail order customers expect to 
find the same general line of hardware in one of these 
retail stores as is shown in their catalog, but upon inves- 
tigation thev find that about only 60 per cent of the 
hardwaye items are carried by these branch stores. 
Therefore, the customer walks out and drifts into the 
local hardware store to do his buying. 

“Upon investigation I find that 80 per cent of their 


business is done with out-of-town people, as their heav- 
iest trade comes between the hours of 11 a. m. and 3.30 
p.m. Workmen belonging to labor unions do not take 
kindly to their labor policy and therefore the working- 
man does not buy at these stores. 

“The storekeeper who does not know his costs and 
overhead is more of a menace than the mail order 
branch store. 

“We wish that one of these branch stores was 
located next door to our own.” 

(Signed ) L. N. Srmon, 
Salem Hardware Company. 


HuntiIncton, Inp.—“Jt has been our 
experience in connection with mail order 
branch stores competition in this town, as 
well as certain types of other chain stores, 
that they have taken considerable of cer- 
tain types of business away from us, espe- 
cially to the class of trade that are a'ways 
looking for bargains. We have however, 
found a decided increase in quality mer- 
chandise especially Heating Stoves, Wash- 
ing Machines, that we have pushed by 
sending representatives out into the coun- 
try after the business. We find that there 
is a reaction in regard to their business as 
many people who have purchased goods 
from them are very much disappointed in 
the quality and service that they have 
had.” 

(Signed) Bruce R. Corey. 
WICKENHISER-GEEDY CO. — 


Being Close an Advantage 


Pomona, Cat.—‘“One of the mail order house chain 
stores was located a very short distance from our store 
a little less than a year ago. Being located very close to 
them we are in position to see what their direct compe- 
tition means to the dealers located close to their stores. 
So far we have derived considerable benefit by reason 
of the fact that many are attracted to their store expect- 
‘ng to find everything on sale there that is shown in their 
catalog. Not finding, many times, what they are looking 
for, they go into the first place they come to and that is 
where we benefit. The merchant that is hurt by them is 
the one located in the smaller towns adjacent to the 
central trading point where they locate their stores. 

“The lines which they have affected the most have 
heen such as roofing, wire netting, lawn mowers, garder 
hose, furniture, automobile tires and accessories. They 
name very low prices on these lines and have undoubtedly 
taken considerable business away from the hardware 
stores in these commodities. We believe, however, that 
it is possible for any hardware merchant with the proper 
assistance from his jobber to so adjust his stock as to be 
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to a Mail Order Branch Store’ 


able to meet this new competition if he has the will to 
do it. 

“The mail order chain store has taken on quite a few 
burdens now that they did not have before but which the 
small town merchant has always had. The customer is 
much more critical of the merchandise that he or she 
buys over the counter than they were when it came to 
them by mail. They would not go to the trouble to send 
an unsatisfactory article back to Chicago or wherever it 
came from, but when the store is only a short distance 
away that is different. The quality of the merchandise 
will have to be kept up to a little higher standard and 
this will have a tendency to equalize the competition. 

“Their competition will be intelligent, which will be 
quite different from some that we have had to contend 
with in the past. Their selling prices will not be based 
on guess but on definite facts. Their coming forces us 
all to become better storekeepers and better merchants. 
Any who cannot adjust themselves to this new condi- 
tion will have to fade out of the picture.” 

(Signed) Carroit J. WILKINSON, 
J. W. Wilkinson & Son. 


Streator, ILit.— “Our experience has 
been that a comparison of values on the 
larger articles handled by both mail order 
branch stores and independent merchants, 
react to the benefit of the local dealer, 
but.the same is not equally true on smaller 
articles of various kinds.” 

DANIELS IMPLEMENT & HARDWARE 
co. 


Concentrate on Quality Goods—Better Service 


Luprock, Tex.—“The store the mail order house 
opened here in 1928 has enjoyed a very wonderful busi- 
ness and is reported to lead the other retail stores in sales 
in the Southwest. You can, of course, realize that this 
volume was missing in a great part from that enjoyed by 
local dealers. 

“We do not think that they are handling inferior or 
low quality merchandise but are in position to buy lower 
than the retail dealer and can offer lower prices and 
realize as great a profit as any retail store and, of 
course, have a large volume. This is an agricultural 
section and that is where such stores seem to thrive the 
most, as they appeal very much to that trade. We know 
that they have affected our business in the way of guns 
and ammunition, for they have had prices that we could 
not profitably meet under regular buying conditions. 
There are other lines that, of course, have been affected 
that we cannot get a reasonable check on. 

“We do not think that the mail order stores improve 
our trade area nor have they been a benefit to the smaller 
towns. 


“We appreciate very much the manufacturers who 
refrain from permitting their products being offered to 
the trade through this channel, for the retail dealer has 
up to this time been the vehicle of pioneering practically 
every standard line of merchandise in his territory and 
it is hardly fair for one to help build up this demand 
and then have the mail order store move in and profit 
by his efforts ; and, as you know, these stores are located 
where the business has already been built up by the 
early merchants and not at the points where they hope 
to grow with the development. 

“We are not taking the stand of fighting them at their 
own game of price, for we know we cannot do so; but 
intend to extend toward standard protected lines of mer- 
chandise with better service and as many lines of goods 
that they do not sell or rather stock that we possibly 
can.” 

(Signed ) O. L. NISLAR, 
Nislar Hardware Co. 


Geod Merchants Need Not Fear 


CLinton, INp.—‘*We would not say business has im- 
proved since mail order branch store was established 
here, but it has brought some trade outside of our regu- 
lar trading territory and we have been able to secure 
some business by reason of it. 

“This firm’s major sales are from automobile acces 
sories, and while their line of lawn mowers and kindred 
lines are not as well finished as our lines and their prices 
about the same, we do not find that the competition is 
hurting us; in fact, we sold more lawn mowers last vear 
than we had in any previous year. We find that their 
stock is made up of goods in lines that are not standard 
and consequently do got give us a fair retail price for 
comparison. We do not find that their prices are react 
ing in our favor but that they are competition the same 
as others in the city. 

“We do not find that they are really ‘over the counter 
merchandisers,’ as they do not earry a full line in any 
department and consequently they depend on their or- 
dering for the customer the article which does not appeal 
to him and they lose the sale. 

“We do not feel that their advertising has made a 
better market place over a wide trading area for the 
home merchant, but probably due to theis advertising 
their customers make their purchases and do not give 
the balance of us an opportunity to compare or offer 
our goods. 

“Tt is quite difficult to give you any adequate compari- 
son, as our local conditions are very much changed over 
that of some few years ago. The average merchant 
with four good walls, ample floor space and standard 
merchandise should not fear this competition: in fact. 
it has made better merchants of our merchants than 
before their locating, and we hope for greater improve 
ment.” 

( Signed ) F. LL. SwWIneEtarrt, 
Swinehart Hardware Co. 


Saab QE 
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Poultry Supplies 
are Profitable for 


Holloway .... 


Fremont, Nebraska, Hardware Mer- 
chant Ties Up Newspaper Adver- 
tisement with Window Displays 


By PEARL HOLLOWAY 





ment of more truth than poetry, and the hardware 
dealer who is not on the alert to take advantage 
of timeliness is sure to lose in the business race. 

In arranging a window of poultry needs, the L. F. 
Holloway Hardware Company endeavored to use items 
which would offer helpful suggestions to everyone whose 
plans include raising chickens or any other fowl. A 
few placards added color and interest to the display, 
and cutouts of busy chickens at the waterers and feed- 
ers furnished a touch of realism. 


’ | VHAT the early bird catches the worm is a state- 


The local daily paper published a cornstalk edition 
during the time this window was being used, and this 
afforded an excellent opportunity to tie up the advertis- 
ing, the window decorating, and seasonable needs, also 
linking immediate business interests with a subject na- 
tionally considered. This is a day of conservation and 
efficiency, and every thoughtful person finds himself 
figuring on ways and means of increasing profit and de- 
creasing waste. Improved methods in poultry raising 
have brought the realization of possibilities along that 
line, and it was most opportune that this advertisement 
should appear in an issue dealing with the use of corn 
stalks for paper. Poultry, paper and corn became more 
firmly fixed in the minds of the readers. 


This advertisement appeared in 
the cornstalk edition of the local 
newspaper. At the same time the 
window display reproduced here 
was attracting attention of the 
customers. The realistic looking 
chickens are paper cutouts 


When Corn is King 
Farm products and by-products pro- 
duce prosperity. 


Are You Making the Most of Your 
Opportunities? 
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Now is the time to prepare to protect 
your poultry. You will need 


Chicken Feeders and Poultry Netting 
Waterers Nests and Nest 

Chicken Coops Eggs 
Distinfectant—We Have Carbola and Dip 


L. F. Holloway Hardware Co. 


“Everything in Hardware” 
3 Sixth and Main 


















Telephone 92 








Poultry raising is no longer a haphazard business. 
The hens are not allowed to hunt their nests or find their 
food just anywhere and drink from broken crocks or 
barnyard puddles. The farm woman realizes this and is 
looking for the merchant who can render the greatest 
assistance in bringing greater profits from poultry. No 
longer can a merchant sit behind his desk and wait for 
customers to make their wants known. Neither can he 
be satisfied with producing the merchandise when they 
want it. He must be a step in advance and suggest the 
needs before they are felt. By planning his work and 
then working his plan, he can take advantage of time- 
liness and make his store an asset. When people real- 
ize that he is wide-awake and has goods ready when they 
are beginning to plan for the next season’s work, they 
will form the habit of coming to him as a matter of 
course. More, they will watch his windows for sugges- 
tions which have not occurred to them, and his reward 
in service satisfaction as well as in material gain is sure 
to come. 
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‘Jamieson Hardware Bought by 
Pickett Hardware Company 


W. T. Kelly, president and treasurer of 
the Pickett Hardware Co., Warren, Pa., 
has announced the purchase by his organ- 
ization of the Jamieson Hardware & Sup- 
ply Co., 336 Pennsylvania Avenue, West, 
Warren, Pa. 

The Pickett company has taken posses- 
sion of the new store and has placed 
J. Arthur Munson, the former manager, 
but who has been with Pickett more than 
a year, as store manager, in charge. The 
store will be operated under the direction 
of Mr. Kelly with the same personnel un- 
til other plans have been formulated. 

The Jamieson company was established 
in 1867. 





The American Fair Will Open in 
Atlantic City on Aug. 3 


A national merchandising exposition will 
be held this year from Aug. 3 to 25 inclu- 
sive, in the new Atlantic City Auditorium, 
the largest building of its kind in the 
world. 

The American Fair is to provide manu- 
facturers with the new mediums for pro- 
motional and merchandising activities. It 
is planned to be an annual exhibit of na- 
tionally known American products, which 
will be witnessed by 500,000 persons dur- 
ing the 23 days at the famous summer 
resort’s peak period. 

The fair will employ the media of expo- 
sition, radio, spectacular entertainment and 
publicity in a new combination of those 
elements in providing approach for par- 
ticipating business interests to the atten- 
tion of the country. All the resources of 
Atlantic City are at the command of the 
project, according to Mayor Anthony M. 
Ruffu, Jr. Its general conduct is in the 
hands of a company constituted for that 
purpose, the American Fair Corporation, 
with offices at 225 W. 34th St., New York, 
N.Y. 


Hercules Products, Inc. Expands 
by Securing New Plant 


Announcement has recently been made 
by Hercules Products, Inc., manufacturer 
of “Better Business” bodies in Evansville, 
Ind., that it has purchased the real estate, 
buildings, and equipment of the Bockstege 
Furniture Co., also of Evansville. 

The acquisition of this new plant pro- 
vides the Hercules company with approxi- 
mately 113,000 sq. ft. additional floor 
space. The plant will be used entirely 
for the production of the bodies, thus 
relieving congestion at the main plant. 





More Than 2500 Enroll for Sales 
Training Courses 


To date more than 2500 men (not to 
mention a dozen women) have enrolled 
for one or more of the new sales training 
courses now being sponsored by Save the 
Surface Campaign, 18 East Forty-first 
Street, New York, N. Y. These enroll- 
ments are coming not only from repre- 
sentatives of manufacturers and distrib- 





utors, but from retailers and master paint- 
ers as well. 

It is interesting to note that these ap- 
plications cover not only the U. S. A., but 
Canada, Argentine, Trinidad, B. W. L., 
and even the Hawaiian Islands. 





Cross Plans European Survey to 
Aid Hack Saw Exporting 


William E. Cross, treasurer and sales 
director of Clemson Bros., Inc., Middle- 


town, N. Y., and president of the Hack j 


Saw Association of America, Inc., is plan- 








WILLIAM E. CROSS 











ning a three months’ trip to Europe. He 
will study economic and business condi- 
tions existing in the industrial centers with 
the intention of adapting the results of 
the work to the development of hack saw 
exporting in the United States. 

Two years ago Mr. Cross made a sim- 
ilar trip, during which he completed an 
extensive investigation of the industrial 
status of Soviet Russia. Mr. Cross now 
plans to travel through Italy, Switzerland, 


Germany, France, Holland, and Great 
Britain. He will return to his desk in 
June. 





John Barr Dies—President 
John Barr Company, Inc. 


John Barr, president of the John Barr 
Co., Inc., retail hardware distributor of 
Ogdensburg, N. Y., passed away recently 
at his home in that city following a short 
illness. 

Mr. Barr was born in Ireland in 1840 
and came to Ogdensburg in 1863. He en- 
tered the employ of Charles Ashley, and 


after learning something of the business, | 


opened his own store. The present com- 
pany was formed twelve years ago with 
his two sons affiliated with him in the 
business. 

Mr. Barr was ranked as one of Ogdens- 
burg’s leading citizens, as he had always 
taken a keen interest in community enter- 
prises. He was 89 years of age. 

Robert A. Barr is vice-president and 
treasurer of the company and Henry Barr, 
secretary. 





Chandler & Farquhar Workers 
Entertain at Sailors’ Home 


On Friday evening, March 14, the 
Chandler & Farquhar Associates, the mu- 
tual benefit employees organization of 
Chandler & Farquhar Co., Boston, Mass., 
furnished a program of entertainment at 
the Sailors’ Home in Charlestown, Mass. 

A fine program of vocal selections by 
a double quartette, violin solos, juvenile 
novelty singers and dancers took part. 

The sailors then gave a sail hoisting 
drill and the Navy Yard Band from Bos- 
ton offered several pieces. About six hun- 
dred were present. 


American Flyer Mfg. Co. Names 
Erlach-Lee Co. Sales Agent 


The American Flyer Mfg. Co., 2219 
South Halsted Street, Chicago, IIl., has 
appointed the Erlach-Lee Co., with head- 
quarters at San Francisco, as sales repre- 
sentatives in the territory from Denver 
west. 

Returning from a recent Eastern trip, 
O. H. Erlach, president and manager of 
the company, reports that the other lines 
handled by his organization are all now 
for the entire territory from Denver west. 
Branch offices will be maintained at Los 
Angeles, Denver, and Portland to handle 
the trade. 

In addition to the American Flyer 
Manufacturing Co., the Erlach-Lee Co. 
represents the Metalware Corp. of Two 
Rivers, Wis.; Kokomo Stamped Metal 
Co. of Kokomo, Ind., and the Hankscraft 
Co. of Madison, Wis. 





Tire Pressure Survey Made by 
Schrader for Auto Owners 


Following an exhaustive analytical sur- 
vey, undertaken with the cooperation of 
automobile and tire manufacturers, A. 
Schrader’s Son, Inc., Brooklyn, N. Y., has 
compiled data showing the correct amount 
of air, required by any size or type of tire 
on any American automobile. 

The information will be made available 
without cost to motorists in the form of 
“tire discs” designed to fit near the tire 
valve on the wheel so that it will be avail- 
able whenever thé driver desires to test 
his tire pressure. 

Company officials stated the survey 
showed that correct tire pressure varies 
with every size, type and make of tire, 
as well as with its use on the various 
makes and models of cars. 





Reading Iron Co. Announces 
Changes in Sales Department 


Conrad G. High has been appointed to 
the sales staff of the Reading Iron Co., 
Reading, Pa., being affiliated with the 
Reading district office. He was for the 
past ten years with the Penn Planing Mill 
Co., also of Reading. 

A. C. Knight is now on the Reading 
sales staff, making his headquarters in the 
New York City office. He was formerly 
connected with the Oversole Rubber Corp. 
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Chicago School Children Will 
Inspect Exhibits at Toy Fair 
3y official action, the Chicago Toy Fair 

Association at a recent annual meeting 

voted to invite the school children of the 





} 


city to inspect the various exhibits at the | 
Ch:cago Toy Fair on Sunday, April 21. | 


All exhibits will be open from 1 to 6 p. m. 


The association has also invited the em- | 


ployees in the toy departments of the vari- 


ous Chicago department stores to visit 
the fair on Monday, April 22, from 7 
to 10 p. m. The fair will open on April 


15 at the Morrison and Sherman Hotels 


and the Palmer House, closing on April | 


a 


PR: Helm Made President 


Southwest Jobbers Association 


P. R. Helm, secretary and general man- 
ager of Pratt-Gilbert Hardware Co., 
Phoenix, Ariz., was recently elected presi- 
dent of the newly formed Southwest 
Wholesale Hardware Distributors Asso- 
ciation. 

Mr. Helm highly regarded in the 
trade and has been with the Pratt-Gilbert 
organization for a number of years. 


is 


George E. Tupper Becomes 
Manufacturers’ Representative 

George E. 
Pacific Northwest territory, has recently 
become a manufacturers’ sales representa- 
tive with headquarters at 325 KE. 10th St., 
North Portland, Ore. 

\t the present time he is representing 
in Oregon, Washington and Idaho, E. C. 
Atkins & Co., Morey Mfg. Co., 
Sandpaper Co. and others. 

Mr. Tupper has been connected with the 
Pacific Hardware & Steel Co., Yale & 
Towne Mfg. Co. and the Russell & Erwin 
Div., spending the majority of his time in 
the Northwest territory. 


W. F. Tubbs Co. Has Purchased 


Penobscot Snowshoe Company 


W. F. Tubbs Co., Norway, Me., manu- 
facturer of the well-known “Tubbs” brand 
snowshoes and skiis, has purchased the 
business of the Penobscot Snowshoe Co., 
Milford, Me. The Penobscot products will 
be continued, being produced at the Nor- 
way plant. 

The Tubbs organization associated 
with the American Fork & Hoe Co., 
Cleveland, Ohio, and its products are mar- 
keted through John H. Graham & Co., 
general selling agents, at 113 Chambers 
Street, New York, N. Y. 


18 


Zenith Radio Corp. Appoints 
Domestic Electric Appliance 


Announcement made by the Zenith 
Radio Corp., Chicago, IIl., of the appoint- 
ment of the Domestic Electric Appliance 
Co., Seattle, Wash. as distributor of 
Zenith radio in western Washington and 
Oregon. 

The Dcmestic Electric Appliance Co., 
who for the past 17 years has handled 
a line of major electric appliances, for- 
merly retail and now wholesale, takes over 


is 


Tupper, well known in the | 


Barton | 





this territory, previously handled by the |} Hercules Powder Directors Meet 
Chanslor & Lyon Stores, Inc., of San Fran- | 
cisco, who recently closed its Seattle and | 


Portland branches. A branch will be es- 
tablished in Portland by the Domestic 
company in the near future which will be 
under the direction of G. S. Rigden. 


ca: Gatiliaw: Again Heads 


International Silver Co. 


Clifford R. Gardinor was relected to the | 
presidency of the International Silver Co., | 
Meriden, Conn., at the March 27 meeting | 


of the board of directors. In 








C. R. GARDINOR 











i928, Mr. Gardinor was made _ president 
ot the corporation, following an unusual- 
iy successful record with the company for 
nineteen years. 

Mr. Gardinor was affiliated with the 
Westinghouse Electric & Mfg. Co. from 
1893 until 1904, when he joined the Na- 
tional Cash Register Co. as purchasing 
agent. In 1907 he became affiliated with 
the American Graphaphone Co., Bridge 


August, 


and Elect Officers 


The directors of the Hercules Powder 
Co. met at Wilmington, Del., on Wednes- 
day, March 27, and elected officers and 
committees for the ensuing year. 

The officers and committees elected are: 
R. H. Dunham, chairman of the board and 
president; J. T. Skelly, vice-president ; 
T. W. Bacchus, vice-president; C. D. 
Prickett, vice-president; N. P. Rood, vice- 
president; C. C. Hoopes, treasurer; E. B. 
Morrow, secretary; F. E. Fenton and 
R. N. McAdams, assistant secretaries and 


| assistant treasurers. Executive Committee: 


R. H. Dunham, chairman; T. W. Bac- 
chus, C. D. Prickett, G. G. Rheuby, N. P. 
Rood, J. T. Skelly, and F. W. Stark. Fi- 


| nance Committee: J. T. Skelly, chairman; 


C. A. Higgins, C. C. 


Rheuby. 


Hocpes, and G. G. 


Frank Gould Passes Away—Vice- 
Pres. McCaffrey File Corp. 


The sad news has just reached us of 
the death of Frank Gould, vice-president 


| and director of sales of The McCaffrey 


File Corporation, Philadelphia, Pa. He 
passed away on Friday, March 29, after 


| an illness of two weeks following an attack 


port, Conn., and in 1909 joined the Inter- | 


national Silver Co., becoming purchasing 
agent. 


br . / . 
The president became a member of the ! 


of 
served 


board directors about ten years ago 
and on the executive committee 
for eight years. For many years he has 
been closely ident:fied with the executive 


work carried on by George H. Wilcox, 


who was relected chairman of the board. 


Evarts C. Stevens is now a vice-presi- | 
dent of the International Silver Co. and , 
will supervise all manufacturing opera- 


tions. He comes from a family of “spcon” 
manufacturers and has been closely affili 
ated with silverware throughout his life. 

He started with the company ‘n 1906 


as assistant superintendent of Factory I, | 


in Northampton, Mass. In 1919 he was 
made manager of the Simpson Nickel fac- 
tory, and last year was made chairman 
and manager of the Flatware Committee 
as well as a director of the company. 

I. W. Cokefair and L. B. Hall were re- 


elected vice-presidents; Geo. H. Yeamans | 


was relected treasurer and George Rock- 
well reelected secretary. Mr. Stevens and 
Craig D. Munson, a director, have been 
added to the ccmpany’s executive com- 
mittee. 





of pneumonia. 








FRANK GOULD 











Frank Gould had spent a full and active 
life selling goods to the hardware trade. 
For 30 years he was associated with 
Henry Disston & Sons, Inc., and for five 
years with George H. Bishop & Co. In 
1926 the McCaffrey File Corporation was 
formed, and he became vice-president and 
director of sales. 

Much of his traveling was done in the 
South, and in 1921 he was elected presi- 
dent of the Old Guard Southern Hard- 
ware Salesmen’s Association. He was also 
a regular attendant at the conventions of 
the hardware manufacturers and jobbers, 
and numbered his friends by the thousands. 

The hardware trade will long miss the 
fellowship, the efficient effcrt and the 
cheery, friendly smile of Frank Gould. 
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Decatur & Hopkins Agents 
for Eveready Radio Sets 


Announcement has been recently made 
to the effect that the well-known New 


England firm of Decatur & Hopkins Co. 


in Boston, Mass., will distribute the 
“Eveready” radio sets, manufactured by 
the National Carbon Co., New York, 
N. Y. 

The first shipment of the sets to Deca- 
tur & Hopkins is expected to arrive on 
or about April 15. They will be placed 
on display in the newly furnished and 
equipped showroom which the company 
maintains. 
cated at 93 Berkeley St., Boston. 





E. L. Kerrison in South for 

Whiting-Adams Company 
Whiting-Adams Co., brush manufac- 
turer, at 690 Harrison Ave., Boston, 
Mass., announces the appointment of E. L. 
Kerrison as sales representative in Ala- 


| 
| 
| 


| one of the speakers, as will 


bama, Georgia, Florida, South Carolina | 


and eastern Tennessee. 


Mr. Kerrison will make his headquar- | 
ters at 1197 Virginia Ave., Atlanta, Ga. | 
He is equipped to display the company’s | 


complete line and can render helpful as- 


sistance in matters pertaining to brush re- | 


quirements. 


Advertising and Sales Managers 
to Discuss Paint Problems 
sales managers’ 


The advertising and 


conferences, which have been an impor- 


year, will be held this year on April 16 


| vorable comments from the trade. 


| to publish 


First Issue of House Organ 
Released by Conestoga Corp. 


The Conestoga Corp., Bethlehem, Pa., 
recently published the first issue of The 
Bangster, a house organ which conveys 
to the trade timely news and information 
regarding the company’s products. 

The first issue brought forth many fa- 
Begin- 
ning with the April issue, it is planned 
The Bangster regularly each 
month, on or about the 10th. Jobbers and 


| dealers wishing to receive this publication 


: cori | tant activity of the paint industry each | 
Decatur & Hopkins Co. is lo- | P ae 


and 17 at the Benjamin Franklin Hotel, | 
| Philadelphia, Pa. 


Many subjects pertaining to the paint 
industry will be discussed. R. J. Atkin- 
son, past N. R. H. A. president, will be 


at the annual banquet on the evening of 


Ernest T. | 


Trigg, who will give the principal address | 


the 16th. 


are invited to write the company. 


The Desineed Mile Co. Issues 
New 400 Page Catalog, No. 10 


Catalog No. 10 has recently been re- 
leased to the trade by The Brainerd Mfg. 
Co., producer of brass, bronze, and _ steel 
hardware in East Rochester, N. Y. 

Several obsolete items have been re- 
moved from this catalog and many new 
items of interest added. The bcok con- 


' tains more than 400 pages. 





Resale Prices Should Be Based 


on Replacement Cost 








EGARDLESS of the invoiced cost 
of merchandise, the true cost, on 
which resale should be based, is 

the current replacement value. This prac- 
tice should be observed in either a rising 
or falling market. Competition usually 
takes care of price revision when the 
market is declining, but often a strange 
timidity prevails when costs advance. The 
argument has been offered, that although 
the cost has gone up the goods in stock 
were purchased at lower price, prior to the 
advance. True enough, but when the cur- 
rent supply has been disposed of, replace- 
ment must be made at the new higher level. 
In the meantime a further advance may 
have taken place, and you have lost the 
opportunity to make the longer margin for 
short duration. Your business needs these 
opportunities for temporary longer mar- 
gins in order that you may offset the nar- 
rowing margins of declining markets on 
which you are not covered. To maintain 
the proper average on competitive lines, it 
is absolutely essential that the replacement 
market be carefully studied and promptly 


followed. 


A notable example of a rising market is 
the copper situation. Since November cop- 
per has climbed from 16 cents to 24 cents 
per pound, yet only in very recent weeks 
have manufacturers of bronze and copper 
wire cloth, rivets, soldering coppers, burrs, 
etc., announced higher prices. Advances 
made to date on various copper products 
can truthfully be called inadequate in view 
of the sharp advance of raw material dur- 
ing the past five months. Specifically 
bronze and copper wire cloth takes approxi- 
mately 15 pounds of copper per 100 square 
feet. With an advance on copper since 
November, equalling 8 cents per pound, 
manufacturers face an additional materials 
cost of at least $1.20 per 100 square feet, 
although the recent advance over Novem- 
ber prices has been only 25 cents. In other 
copper products a similar story can be told. 
Obviously further advances are to be ex- 
pected on all kinds.of copper products. 

It is imperative that wholesalers and re- 
tailers recognize this trend ard make resale 
prices accordingly, not only on copper 
goods but on all merchandise, on which re- 
placement cost has been or is being revised. 
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WASHINGTON NEWS LETTER 


Approximately one year will be needed for the completion of the 
inquiry into chain store plans and practices, now being undertaken 


by the Economic Division of Federal Trade Commission. 


(Washington Bureau of Harpwarge Aap) 
[cite eppres are that it will re- 

quire approximately one year for 

the Federal Trade Commission to 
complete its chain store inquiry. The 
study, the broadest of the kind ever 
undertaken, is being made under the 
direction of the Economic Division. A 
few men now are in the field and some 
of the questionnaires have been sent 
out. The questionnaires have been ar- 
ranged into groups for submission to 
the different branches of the trade. 
This includes the manufacturers, whole- 
salers, jobbers, retailers and consumers. 
The inquiry is being made by direction 
of a resolution introduced by Senator 
Brookhart of Iowa. 


Tue study is looked upon as being a 
fitting work in connection with that re- 
cently completed by the Commission 
with regard to price maintenance, for 
there is a relationship in the problems 
involved. In making its inquiry as to 
resale price maintenance the Commis- 
sion recognized the vital relationship to 
an interest in this subject of the re- 
tailer as the agency actually making 
by far the largest proportion of sales 
of most lines of consumption goods to 
consumers under the present system of 
distribution. The Commission report 
pointed out that retailing in many lines 
is greatly overmanned. Competition, it 
was stated, is apt to be sharp in the 
larger centers, and the whole field was 
declared to be in a state of flux and 
change. Price cutting, leader merchan- 
dising, the reaching over of one type 
of retailer into the field of another in 
attempts to build volume, the develop- 
ment and growth of new types of retail- 
ing organizations such as the chain 
store, the department store, and the 
mail order house, and the adoption of 
new merchandising methods by the 
older types were all characterized as 
features of modern competitive retail- 
ing, worrying those who would have 
the course of their business ventures go 
on serenely undisturbed by such com- 
petitive strivings. Consequently, it was 
explained, there is a sharp division of 
interest in the subject of price main- 
tenance in the retailing field and its 
bearing on chain store competition may 
be said to heighten the interest. The 
report cited changes in the retail busi- 
ness, setting forth that there has been 
a growing movement in recent years 


By L. W. MOFFETT 


toward the concentration of retail units 
into groups or chains having compara- 
tively large buying capacity and basing 
their plea for public favor on lower 
prices. The report stated that this con- 
centration differs from the department 
store system in that a chain usually 
consists of stores handling one line of 
merchandise while a department store 
may be said to be a combination of 
stores. In either case, it was stated, 
the buying power is that of a group 
and is larger than that of an individual 
store of average size. Another factor 
mentioned was the mail order house 
whose system of operation was detailed. 
Stores of the type named were said 
generally to have advantage over the 
smaller single-unit store in purchasing 
goods. The various classes of retailers 
and dealers were described at some 
length to make plain the differences 
existing. 

For the purpose of ascertaining the 
views of retailers regarding the legal- 
ization of resale price maintenance, 
questionnaires were sent to more than 
36,000 retailers of various classes. The 
questionnaire contained 29 questions. 
For the purpose of the report, 2334 of 
the approximately 3000 questionnaires 
returned by the retailers were suitable 
for tabulation. In replying to the ques- 
tion as to whether they favored price 
maintenance, regular dealers in the 
hardware, drug, grocery, jewelry, sta- 
tionery and dry goods lines answered 
mainly in the affirmative, while depart- 
ment and chain stores predominantly 
made negative answers. On this basis 
two groups were formed and tabula- 
tions of replies to each question were 
arranged accordingly. In the first 
group replies were received from 2118 
regular retailers, made up of 36 hard- 
ware stores, 1385 drug stores, 360 gro- 
cers, 143 jewelers, 138 dry goods stores 
and 56 stationers. The replies indi- 
cated that 1969 out of the 2334 retail- 
ers, or nearly 85 per cent, voted in fa- 
vor of legislation permitting manufac- 
turers to fix by contract the price to be 
charged the ultimate consumer for 
trademarked or otherwise identified 
products. All but 51 of these were in 
group 1, made up of so-called “regular 
dealers.” Retailers expressing their 
disapproval of such legislation num- 
bered 334 or about 14 per cent and 162 
or nearly one-half of these were in- 
cluded in the second group, department 

.and chain stores. The latter group 








voted 75 per cent against price main- 
tenance, 

Out of 2334 retail questionnaires tab- 
ulated 1362, or 58.5 per cent, favored 
the manufacturer and 516, or 22 per 
cent, favored the retailer as the one 
who should fix resale prices, The 
smaller stores were strongly in favor 
of the manufacturer setting the resale 
price, The chain and department stores 
indicated that they believed the retailer 
is better qualified to fix the prices to 
the consumer. According to the report 
these replies apparently followed the 
logical trend, as those opposed to price 
maintenance would naturally think 
themselves better fitted to fix prices, 
or at any rate would not desire to have 
their price fixing powers hampered. 


Tue replies to this as well as other 
questions were not in all cases entirely 
consistent with the replies made to the 
first question. For example, while 162 
chain and department stores in reply to 
the first question opposed giving manu- 
facturers the right to fix prices, only 
143 took the view that the retailer 
should determine prices. Likewise, in 
the group, made up of other types of 
retailers, 1918 thought the manufac- 
turer should be given the right to main- 
tain prices, while only 1320 thought 
the manufacturer to be better qualified 
than the merchant to determine retail 
prices, and 68 would have manufactur- 
ers and retailers cooperate in fixing re- 
tail prices. 

The report said that apparently the 
discrepancies are due, in the first in- 
stance, to dealers merely registering a 
general feeling that if manufacturers 
were given greater power to control 
prices, conditions in their respective 
lines of retailing would be improved, 
and in the second, to their speaking 
from more concrete experience or pref- 
erence as dealers. Doubtless, the report 
said, many never seriously thought out 
the consequences of manufacturers’ re- 
sale price maintenance upon their abil- 
ity to vary prices as the exigencies of 
their respective businesses demand. 

Regarding the question as to whether, 
if price maintenance were made lawful, 
the manufacturer should be permitted 
to establish a single fixed price for 
wholesalers and another for retailers, 
or merely a minimum selling price in 
each case, or whatever basis he chose, 
the preference most often expressed by 

(Continued on page 107) 
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Advancing Spring Season Helps 
Hardware Trade 


NEw YorK, April 3.—A general survey of reports from the im- 


portant market centers this week indicates a spring trade that is at- 
taining a strong healthy growth rather than appearing with any 


sudden rush. 


In urban centers each bright spring day brings in- 


creasing demand for spring hardware lines, and rural sections, while 
hampered somewhat by bad road conditions are enthusiastic about 
crop prospects and with better roads will be a strong factor in the 
demand for hardware throughout the country. 

On the whole, the returns for February indicate a gain over Feb- 
ruary of last year and March is indicating a similar improvement. 

Building is gaining in most sections as the season advances, al- 
though it has been through a period of retarded activity in the past 


few weeks. 


Prices are firm in general tone and items made of copper and 
brass are advancing. Further advances on these lines are quite 


probable. 


Collections are averaging fair to good. 








Lead Pigments Are Advanced by 
Eagle-Picher Lead Co. 


The Eagle-Picher Lead Co., Chicago, 
Ill., announces an advance on lead pig- 
ments, dry in barrels. New prices effec- 
tive March 19, 1929, are as follows: Super- 
sublimed white lead, 834 cents per Ib.; 
sublimed white lead, 8% cents per Ib.; 
sublimed blue lead, 8% cents per lb., and 
carbonate of lead, 9 cents per Ib. 





New Linseed Oil Prices Were 
Effective March 27 


National Lead Co., Atlantic branch, 
New York City, announced on March 27 
the following prices on linseed oil: In 
lots of less than 5 bbl., 10.9 cents per Ib.; 
in lots of 5 bbl. or more, 10.5 cents per 
Ib., and Calcutta linseed oil in barrels, 
15.9 cents per lb. 

Boiled oil is 4/10 cent extra per Ib., 
and double boiled oil is 5/10 cent extra 
per Ib. Oil in half barrels is 7/10 cent 
per Ib. additional. 





Country’s Commercial Failures 
Show Moderate Decrease 


For still another week, betterment ap- 
pears in the insolvency record for the 
United States. The total of failures re- 
ported to R. G. Dun & Co. for the week 
of March 23 is 438, which is 22 less than 
the previous week’s number. Moreover, 


there was a decline of 30 from the 468 
defaults in this week of 1928. Fewer in- 
solvencies occurred this week than last 








week in the East, the South and on the 
Pacific Coast, the two latter sections mak- 
ing a particularly good exhibit, and the 
South and the Pacific Coast also showing 
sizable reductions from the figures for a 
year ago. Despite the smaller total of 
failures this week, those with liabilities of 
more than $5,000 in each case increased 
284, from 277 the previous week, and a 
rise also is disclosed in comparison with 
the 273 similar defaults in this week of 
1928. 

Numbering 42, Canadian failures this 
week compared with 51 in each of the 
two immediately preceding weeks, but are 
moderately above the 36 insolvencies re- 
ported to R. G. Dun & Co. a year ago. 

Bradstreet’s reports 408 failures for the 
week in the United States, as compared to 
372 for the previous week and 410, 405, 
481, 397 for the corresponding weeks 1928 
to 1925. The New England States had 51, 
Middle Atlantic 117, Western 99, North- 
western 23, Southern 81, Far Western 37. 
Canada had 38 defaults for the week, com- 
pared with 40 for the preceding week. In 
the United States about 78.9 per cent of 
the concerns failing had $5,000 capital or 
less, and 14.2 per cent had from $5,000 to 
$20,000. 


Bank Debits Up 14.1 Per Cent 
to $21,076,000,000 Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended March 
20, aggregated $21,076,000,000, or 14.1 per 
cent above the total reported for ‘the pre- 











ceding week and 16.5 per cent above the 
total for the corresponding week of last 


year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $20,216,- 
000,000, as compared with $17,649,000,000 
for the preceding week and $17,252,000,000 
for the week ended March 21 of last year. 





Prof. Irving Fisher Reports 98.3 
Per Cent Price Average 


Prof. Irving Fisher of Yale University 
announced on March 24 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.3 per 
cent. The February average was 97.7 per 
cent. The purchasing power of the dollar 
was 101.7 cents on a 1926 basis of 100 
cents. The February average was 102.3 
cents. 

Crump’s index of English prices for the 
week on the revised 1926 level was 93.9. 
The February average was 93.2. 

The Italian index on the revised 1926 
level for the week ended March 16 was 
76.4. 





Wholesale Commodity Prices 
Drop in Week of March 23 


Wholesale prices of commodities during 
the week ended March 23 showed a de- 
cline of 0.3 per cent, according to the 
wholesale price index of the National Fer- 
tilizer Association. This followed an equal 
decline for the previous week. 

The chief declines occured in leather, 
rubber and hides in the miscellaneous 
group: In butter, lard and tallow in the 
fats group; in eggs and flour in the other 
foods group, and in grains and feeds. In 
contrast a sharp advance occurred in cop- 
per, copper wire and tin. 

Based on 1926 as 100 and 453 quota- 
tions, the index stood at 94.4 for the week 
ended March 23 and 94.7 a week previous. 


American Public Debt Reduced 
$34,000,000 in February 


The American public debt was reduced 
$34,000,000 in February, to $17,345,498,- 
000, the Treasury Department announced 
on March 3. 

In the year ended March 1 the re- 
duction amounted to $605,000,000, while 
the present debt represents a cut of 
$9,251,000,000 since the peak, Aug. 31, 
1919, 

There still is outstanding $38,056,000 
of the Third Liberty Loan bonds which 
ceased to bear interest in September, 
1928, and $12,717,750 of the Second Lib- 
erties, which were called in June, 1927. 
There is a total of $56,474,460 of the pub- 
lic debt upon which interest has ceased. 
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Seasonable Weather Stimulates Hardware 
Business in Chicago Territory 


(Chicago office of HARDWARE AGE) 


CHICAGO, April 2.—Business with local wholesalers is improving as 


the spring weather becomes more settled. 


A good gain over the Feb- 


ruary sales volume is reported and some spring lines are running ahead 


of the same period of last year. 


Dirt roads in the country are very soggy, making them practically 
impassable, but this soil moisture is considered as very beneficial to the 
growth of a bumper wheat crop, even if the condition retards rural trade 


to some extent. 


Building operations are quiet and the month of March is running 31 
per cent behind a year ago, in the number of building permits granted 


in metropolitan Chicago. 


High loan rates with “tight” money, 


due to 


stock market operations, is said to be responsible. 
The following lines are among the most prominent represented in 
current orders: bicycles, tires and tubes, bolts, electric appliances, fence, 


files, garden tools and handles, nails, paints, 
screen wire, window screens and screen doors, 
shearing machines and wheelbarrows. 


tackle, golf equipment, 


oil stoves roller skates, 
baseball goods, fishing 


Advancing copper has brought about another raise in copper rivets. 
Prices are firm on coil chain, miscellaneous builders’ hardware, eaves 


trough, etc., sash cord, brass screws, solder 


and babbitt. Advances on 


these items are not considered unlikely in the near future. 
Production in the Chicago area of the steel industry continues to hold 


its high level, with the output averaging 95 per cent of capacity. 


Steel 


prices are very firm and well established. 
Collections average from fair to normal. 


AUTOMOBILE ACCESSORIES.—Tires | 


and tubes are becoming more active as 
the spring season advances. 
main unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 

tox line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford. 
36c. each. 

Spot Lights.- 
$6.50 each 

Chains.—-Non-skid, 
35 per cent discount. 
Jacks.—National Standard, 
.30 each. 
Pumps.—Rose, 
each. 

Tires and Tubes.—Mansfield tires, 
30 x 314 Liberty cord, $4.85: Mans- 
field heavy duty oversize, $6.50: Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes: 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each: 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 


BASEBALL GOODS.—With the open- 
ing of the baseball season near, the de- 
mand is very heavy for all kinds of 
baseball supplies. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Louisville Slugger Bats, $18.00 doz.; 
Official League Balls, Goldsmith No. 
97, $16.50; soldsmith Double-Play 
Fielders’ Glove (Horace Ford and 
Hughie Critz), $6.00 each; Goldsmith 
Bear Cat Special Fielders’ Glove, 


Appleton, No. 3280, 


dozen pair lots, 
No. 21, 
$1 
$1.85 


1% in. cylinder, 


$2.35 each. 


BICYCLES.—Sales are improving. Ac- | 
reported 


cording to indications by 





Prices re- 


wholesalers, more dealers are handling 
this line this season than ever before. 
Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Double Bar Motor-Bike Model, 
26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


CHAIN.—Halter and tie out chains are 
in big demand. Log chains are also ac- 
tive. Manufacturers are talking higher 
prices on April 1. 


JOBBERS’ QUOTATIONS TO RE- 
a F.0.B. CHICAGO: 

4-in. Proof coil chain, $8.75 
base; trade marked coil chains, 
10 per cent off list. 


cwt. 
40- 


| COPPER RIVETS AND BURRS. — 
| Excellent demand. Advancing copper 


| ELECTRICAL 


BOLTS AND NUTS.—Spring weather | 


has caused an increased demand, espe- 
cially for agricultural putposes. 
tories are taking orders for second 
quarter contracts at current figures, 
which remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. 

All discounts are quoted from “full 
case”’ lists. 


BUILDERS’ 
is rather light but improving. Manu- 
facturers of miscellaneous builders’ 
hardware items are advancing prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 


$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


Fac- | 


| 
| 
| 


HARDWARE. — Demand | 


has forced further price advances. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 
Copper rivets and burrs, 
cent discount. 


EAVES TROUGH, PIPE, ETC.—Mar- 
ket is firm on first quality makes. Sales 
are bettering. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

28 gage single head lap joint. gut- 
ter, 5-in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


25-5 per 


MERCHANDISE. 
Sales of appliances have improved with 
the warmer weather. Electric irons are 
especially active. Copper items have a 
firm price tendency. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Electrical Merchandise. — No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, Ese. each; dry cells, 
boxes of 55, 32 each; less than 
case lots, 35c. mk 

Electrical Appliances.—Irons, 
Point, $4.20; in lots of six, $3.90; 
beam, $5; in lots of six, $4.75: 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Lge att X-201A, 91e.; UX- 
199, $1.30; UX-227, $1.95; UX-171A, 
$1.62%4. 


FIELD FENCE.—Prices are steady at 
same basis as last season. Sales are 
ahead of 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hot 
Sun- 
Per- 


726-6-1214, $28.68 per 100 rods; 1948- 
6-144%4, $43.62 per 100 rods; 2158-6- 
1414, $48.98 per 100 rods. 

FILES.—The influence of spring 


weather is apparent in the file demand, 
as many are used for agricultural pur- 
Mill files are of course the most 


| poses. 
popular. Prices remain steady. 
JOBBERS’ 


QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

First grade, 50 
grade, 60-10 per 


per cent; medium 


cent. 
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FISHING TACKLE.—Dealers who did | order values. Sales are keeping up nor- 
mally. 


not place their future orders for fishing 
tackle are now sending in rush orders 
getting ready for their window displays 
for the opening of the fishing season. 


There are a number of new baits that | 


are much in demand for the coming 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.35 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 card; Creek Chub 
Pikie Minnow assortment, $4.00 asst.; 
Creek Chub Lucky Mouse Assort- 
ment, $4.00 asst.; Creek Chub Injured 
Minnow Assortment, $2.00 asst. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—Demand has started | 
to register in earnest. Future orders 
have been shipped—current orders and 


fill-ins will start in April. Prices are | 


unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, ®% in., 7c. per ft.; %4 in. 
8c. per ft. Molded hose, one braid. 
%-in., 644c. per ft.; %-in., Tlec. per 
ft. Five ply, wrapped hose, %4-in., 
9\%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original, fountain 
sprinklers, $6 doz.; Rainbow, 38 in. 
high, $24 doz. 


GLASS AND PUTTY.—Window glass 
is seasonably quiet while awaiting 
spring building activity. Any price 
change will be of an upward character. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Orders and con- 


tracts placed for the season’s supply | 


are of about the same size as last year. 
No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Adjustable, galvanized bottom 
catchers for 14 to 16 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable, galvanized bottom, catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


GOLF GOODS.—Dealers are finding it 
profitable and necessary to carry a 
good stock of clubs in the various mod- 
els and types in order to secure the 
golf business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Hillerich & Bradsby Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
Hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each: Com- 
munity Clubs Woods and Irons, 80c. 
each: Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
3alls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—A 
great demand for leaders to meet mail 


HANDLES, 





| 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


| 


LAWN MOWERS.—Future orders were 
in heavier volume this year. 
rent business is reported. Prices are 
lower this season. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handles, Agricultural.—Hay fork 
handles, straight, chucked and bored, 
X 4 ft., $2.40 per doz.; 4% ft., $2.70 
per doz.; XX 4 ft., $3. 90 per doz.; 
4% ft., $4.20 per doz. Ash _ fork 
handles, bent, chue ked and bored, X 
ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; ash hay fork handles, bent, 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
XX 4 ft., $6.15 per doz.; 4% ft., 
$7.10 per doz.; bent manure fork 
handles, plain, X 4 ft., $3.05 per doz.; 
4% ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; bent 
manure fork handles, ger strap, 
ferrule and cap, X 4% , $5.25 per 
doz.; XX 4 ft., $6.65 Ba ” doz.; 4h, 
ft., $7.10 per doz.; garden hoe han- 
dles, X 4% ft., $2.60 per doz.; XX 
$: 











4% ft., 3.70 per doz.; rake han- 
dles, X 6 ft., $3.55 per doz.; XX 
51, ft., $5.65 per doz.; shovel handles, 


regular pattern, X 41% ft., $4.25 per 
doz.; XX 4%, ft., $5.95 per doz.; D 
shovel handles, a $5.25 per doz.; 
XXX, $8 per doz.; wood D spade 
handles, X, $4.90 per doz.; D shovel 
handles, X. L. D. L. top, $4.45 per 
doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.— Market re- | 
mains unchanged, with the best sales | 
on higher qualities. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second growth 
white hickory handles, $6.50 doz.; 
special white second growth hickory, 
$5 doz.; No. 1 hatchet and hammer 
handles, 90c. doz.; second growth 
hickory hatchet and hammer han- 
dles, $1.75. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

White Mountain.—1 qt., $4.85; 2 
qat., $5.65; 3 qt., $6.75; 4 qt., $8.25; 6 
qt., $10.45; 8& qt., $13.50; 10 qt., $18; 
12 qt., $21.55; 15 qt., $25.60; 20 aqt., 

.20; 25 qt., $42.60. Each list price. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
$11.10. Each list price. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

Alaska-Grey Goose.—-1 qt., $3.60; 2 
qt., $4.20; 3 qt., $5; 4 qt., $6.15; 6 qt., 
$7.80; 8 qt., $10.10; 10 qt., $13.50 
Each list price. Dealers’ discount on 
Alaska-Grey Goose freezers is 33% 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. Each list price 
Dealers’ discount on Auto Vacuum 
freezers is 33% per cent from list. 

Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 






JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in 
wheels, $12 each; 16 in., ballbearing, 
4 knife, 10% in. wheels, $9.25 each: 16 


Little cur- 


67 


in. ball bearing, 4 Knife, 10 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife, 
8 in. wheels, $6.75 each; 16 in. plain 
bearing, 3 knife, 8 in. wheels, $5.25 
each. 


| NAILS, WIRE AND STAINLESS.— 


Dealers are ordering frequently and 


| with many requests for “rush” ship- 


| 


AGRICULTURAL. — De- | 
mand is fairly active on garden tool | 
items. Steady prices prevail. 


ment. Firm prices rule in this section. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders: out 
of Chicago stock, $3.20 per keg base 
Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 

3.75 per 100 Ib.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.: polished fence staples, 
$3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 


| SUPPLIES.—Stoves and ovens are in 


|ICE CREAM FREEZERS.—Warmer | 
weather is needed to create demand. | 
Prices are steady. 


good demand. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 burners, 5: No. 74, 4 
burners, $29.50; No. 9 oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and _ following 
$100 qualifying order, 33% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, $18; 
No. 43, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249 oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450R, $60; No. 400R, 
$55; No. 215-1105, $51.50; No. 215, $41; 
No. 214-1104, $38.50; No. 214, $30; No 
213-1103, $30.50; No. 213, $23.50; No 
212-1102, $23.50; No. 22, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33% per cent. 

Ovens, Perfection.—No. 211, 1 
burner, plain door, $2.50; No. 211G, 
glass door, $2.70; No. 122G, 2 burn- 
ers, glass swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.- No. 12, $1.80: No. 05, 
$2.10; No. 5, 2.25; No. 010, $3.90; 
No. 19, $4; No. 22, $4; No. 020, $4.50; 
No. 20, $4.75: No. 030, $5; No. 30, 
$580; No. 0301, $6: No. 301, $6.30 
Dealers’ discount, 31-5 per cent. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

Oil Heaters. a, No. 510, 
$6.25: No. 525, ; No. 1525, $7.75: 
No. 1530, $9.95? No. 1630, $11.50: No 
1550, $9.50: No. 1560, $11; No. 1665, 
$13.50; No. 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75; 
No. 1686, $16.50. Dealers’ discount 
same as Perfection cook stoves. 

Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, $8.25: No. 1600. 
$9.75; No. 0190C, $10.50; No. 1900C, 
$12: No. 0190D, $10.50; No. 1900D, 
$12; No.0190E, $10.50: No. 1900KF, 
$12; No. 505, $11.25: No. 605, $12.75; 
Nos. 705C, 705D and 705E, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stoves.—-$3 per 
doz., same discount as Nesco stoves 
Nesco oil heater er or No, 348, 40c. 
each list: No. 515 Giant, list, The 
each. Discount on Nesco heater 
wicks, 30-5 per cent 

PAINTS AND OILS.—Painting sup- 
plies are active. Prices on white lead 
were recently advanced. Other items 
are steady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87 
per gal.; 5 barrel lots, S0c. per gal 


Linseed Oil, Boiled Barrel lots 
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5 barrel lots, 82c. per 


lots, 


a per gal.; 
gal. 

Denatured Alicohol.— Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

———— —Drum 73c. per 
gal., net. 

White gy Ib. kegs, $13.50 
ewt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. 
kegs, $13.75 cwt.; 12% Ib. kegs, $14 

wt. 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots, orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%c. per Ib.; in 100-lb. lots, 6%c. 
per Ib. 
er Paste.—Barrel lots, 74%c. per 

ROLLER SKATES.—The largest de- 
mand for roller skates in years. Fac- 
tories considerably behind in deliveries 
and the wonderful weather with dry 
sidewalks bringing unusual demand 
from all sections. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 
ROPE.—Prices are firm after the re- 
cent stiff advance in Manila rope. Ship- 
ments are satisfactorily active. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base 


22c. per lb.; No. 2 manila, 20c. per 
Ib.; finest sisal, 15c. per Ilb.; No. 2 
sisal, 144%c. per Ib 


SANDPAPER.—The demand for boxed 
sandpaper is increasingly active. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


First quality, Flint sandpaper, 9 x 
11 sheets, $4.05 per ream; 1, $4.85 per 
ream; 2, $6.55 per ream. 


SASH CORD.—Business is improving 
and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive 2% No. 
$7.70 per doz, hanks; No. 8, $8.80 per 
doz. hanks. 

SAWS, HAND.—Demand 
Unchanged prices prevail. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., ” $49.95 doz.; special, 26 in., 
Competition grade, $6.60 doz. 

SCREEN WIRE AND POULTRY 
NETTING. — Shipments are normally 
heavy. Very little price cutting re- 
ported. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14 mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 

SCREENS, WINDOW AND DOOR.— 
Early orders are starting at prices 
slightly in advance of 1928 values. 

JOBBERS’ Se gpotye A TO RE- 
TAILERS, F.O.B. CHIC 

Doors, 2-ft. 8-in. ie ory oe No. 
296, $22.60 doz.; No. 311, $26.80 *doz.: 
Extension Screens, No. 1833, $4.20 
doz. 

SCREWS.—Sales are keeping up well. 
Further advances on brass screws are 
not unlikely. 

JOBBERS’ QUOTATIONS Aad RE- 
TAILERS, F.0.B. CHICAGO 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 32% per cent; round 
head brass, 27% per cent. Larger 
orders 10 per cent less. 

SHEARING AND CLIPPING MA- 
CHINES.—Orders show that dealers 


are preparing for a large demand dur- 


is normal. 








ing the April and May shearing sea- 
son. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Stewart, No. 1 clipping machine, 
$14 list; one man power shearing 
machine, $27.50 list; top plates, No. 
90 and 360, $1.50 each; bottom plates, 
No. 99 and 361, $2 each. Dealers’ 
discount, 30 per cent. Stewart elec- 
tric clipping machines, pedestal type, 
$80 list; shearing os. Bg! list. 
Dealers’ discount, 25 per ce 


SOLDER AND anette about 
normal. Metal prices are stronger, but 
no definite change in this market on 
solder prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 
STEEL SHEETS.—Manufacturers are 
holding to the recently advanced prices 
of 10c. per cwt., with % of 1 per cent 
cash discount. Local jobbers have not 
advanced prices and are using the 
standard 2 per cent 10 day discount 
terms. 
JOBBERS’ QUOTATIONS ‘TO RE- 
TAILERS, F.O.B. CHICA 
24 gage galvanized rently $4.65 
per 100 Ib.; 24 gage black sheets, 
$3.80 per 100 Ib. 
WHEELBARROWS. — Popular priced 
steel tray and garden barrows are very 
active. Contractors’ barrows are mov- 
ing slowly. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each. 


Missouri River Crossings Territory Faces 
Excellent Prospect 


(Kansas City office of HARDWARE AGE) 


KANSAS City, April 2.—Hardware volume up and down the Mis- 
souri Valley keeps well abreast of what it was this time last year, 
if not slightly ahead. Conditions, however, are much better than 


then. 
tive fact to mar the picture. 
All crop prospects are bright. 


The agricultural outlook is splended, with scarcely a nega- 


They could not be much better. 


The soil is deeply saturated with moisture, enough so to provide an 
abundant reserve to carry the crops through any ordinary dry sea- 


son which might develop. 


By the same token the dirt roads are soggy. This keeps farmers 
from town and makes it difficult for the traveling salesmen to 


cover their territories. 
fected, but only temporarily so. 


Current wholesale business is adversely af- 
The demand exists and movement 


is merely postponed until the roads become dry. 





For this time of the year the interest 
in radio is unusually keen. It is almost 
impossible for some houses to get de- 
livery on a number of the popular- 
priced sets. Factories are far behind 
on orders. Electric sets are in espe- 
cially strong demand. Radio is definite- 
ly accepted by the buying public. Both 


the sets and the programs are getting 
better and better. Throughout the 
Southwest virtually everybody wants a 
set who is not already provided. 

It used to be that on Dec. 31 a heavy 
percentage of the distributors and deal- 
ers would cancel all pending orders. 
The radio trade then expected the an- 








nual slump of eight months or so. Last 
year this condition began to change. 
This year the change seems complete. 
The first quarter of this year finds the 
radio factories with more orders on 
hand than they can fill. 

Many observers believe that if de- 
velopments continue in this direction 
the time will soon come when the radio 
trade will be an all-year-round business. 
Indeed, a number of retail hardware 
dealers already report that very thing. 

Salesmen indicate that the retail re- 
sponse to their efforts on every seasonal 
line is good. Throughout the range of 
hardware merchandise there is a ten- 
dency toward stiffer prices. Because 
of the rise in the copper and lead mar- 
kets goods of which those metals are 
components are advancing. 

Jobbers along the Missouri River: be- 
lieve that the hardware trade should 
press its advantages in every direction. 
Word comes from some of the towns in 
which the mail-order institutions have 
established retail branches that these 
stores are having their difficulties and 
that the public is discriminating to an 


Reading matter continued on page 70 
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To the retail salesman 
who wants to sell more 


Sometimes a little thing will help you sell a big one. If I were a retail salesman I’d 
be on the lookout for help of this kind. I believe many of you will be interested in a 
tip for selling more .22 caliber Remington Rifles. 


You know the line: The Model 24 Autoloader; the Model 12 Slide Action Repeater; and 
the Models 4 and 6 Single Shots. Each one is the best you can sell for the money, and 
most of you sell a lot of them. You will continue to sell a lot of them whether or not 
you make any special effort to do so. That’s because of the $30,000,000 consumer 
demand for “Remington” brand goods. 


But I’m assuming that you want to make an effort to sell more Remington products; that 
you want to sell and not just take orders. My tip is this: there are a good many men, 
particularly farmers, who haven’t bought .22 caliber Remingtons because they think 
they are not powerful enough for their purposes. If they won’t spend the money for 
a high-power Remington, they don’t buy at all. 


They may want a rifle for woodchucks or 
hawks or other pests that aren’t so easy to 
kill. Just show them what a .22 Remington 
Kleanbore Hollow Point cartridge will do. 
Take a fresh bar of laundry soap and shoot 
through it lengthwise with a Remington Long 
Rifle Hollow Point. The bullet will expand 
and will make a cavity big enough to hold 
a hen’s egg. 


Show this to your doubtful prospect and he'll 
realize that these cartridges have tremendous 
shocking power in spite of their small size. 
This demonstration will often make a sale 
when nothing else will. 


 Paynr22e, 


President 






Remington Klean- 
bore Hollow Point 
Cartridges put 
more power into 
your .22 rifle and 
prevent rust, cor- 
rosion, pitting, 
and leading in 
the barrel. 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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hii ; nt i f the inde- | JOBBERS’ QUOTATIONS TO RE- | SCREWS ome im j E 
increasing extent in favor of the ind TAILERS, F.0.8. MISSOUR! RIVER | —Ss provement is noted 
pendent merchant. CROSSINGS: Prices steady. 
In one such mail-order store in Kan- | Small carriage, rolled thread, 50- | tg QUOTATIONS TO RE- 
- ; | 10-10-5 off list; small carriage cut , F.O.B. MISSOURI RIVER 
sas the head of vi single department —— thread, 50-10-5 off list; large carriage | CROSSINGS: 
changed five times in four months. cut thread, 50-10-5 off list; small Flat head bright screws, 4714-20 
That, according to retail hardware men machine rolled thread, 60-10-10°6 off per cent of Bat; rowed Bead bined 
‘i 3 list; small machine cut, 9 10-5 off, } screws, 42%4-15 per cent off list; flat 
under whose observation the store in from list as of April 1, 1927 head brass screws, 42%-15 per cent 
question comes, speaks little for its sta- EAVES TROUGH AND CONDUCTOR | iu. a 
bility and success. — . | PIPE.—Business continues to show | sToORAGE BATTERIES.—Demand for 
After all, the chain stores and mail-| some life; no price changes. | automobile batteries is slackening; 
. anches ¢ 6 3 | 
order branches are “strangers within | JOBBERS’ QUOTATIONS TO RE- || radio battery business satisfactory. 
the gates.” For a time their star TAILERS, F.0.B. MISSOURI RIVER Pric : : 
, : sia b h CROSSINGS: rices fairly firm. 
seemed to be in the ascendant, but muc 28 gage, 5 in lap joint eaves JOBBERS’ QUOTATIONS TO RE 
z so 2 age, 5 F aves " 
of their competition has been among trough, $4.75 per 100 Mt: 28 gage, 3 TAILERS, F.0.B. MISSOURI! RIVER 


CROSSINGS: 

Automobile, 6 volt, 11 plate, heavy 
. . : - ‘ standard terminal, $9.10 each; 6 volt, 
ods. By this time it has been pretty | isfactory. Prices are reported some- 13 plate, $10.75 each; 12 volt, 7 plate, 
we RT . ‘; | 2.85; 6 volt, 11 plate, thin, stand- 
well established that an alert inde-, what firmer. ard terminal, $7.35; 6 volt, 13 plate, 


| 

| 
themselves and the independents have in. conductor pipe, $5 per 100 ft. 
| 
| 
. . 

pendent has a distinct advantage over JOBBERS’ QUOTATIONS TO RE- thin, for Ford and Chevrolet, $8.05. 
| 


“brushing up” on their own meth- | MILD STEEL BARS.—Orders are sat- | 


been 


: , : TAILERS, F.O.B. 

any chain, although there was some! (¢Rossines; /SSOUR! RIVER TIRES.—Trade shows increased activ- 
doubt on this score in the minds of 3ars, shapes and small angles, ity. Prices still rather weak. 
many a few short seasons ago. ey _ ~ A apack —— —  sonpane’ QUOTATIONS TO RE- 

al i ec mE sx : a and shapes, $3.66 per cwt.; mild stee | 

Now that the chains have shown what bands, 3/16 and lighter, $4.21 per | pL a MISSOURI RIVER 
they can do at high tide, the established aed at See, $4.66 per cwt.; re- MansGeld. automobile, .covered. by 

: 3 . inforcing bars, $3.40 2wt.; cold RESO ‘ 2, COV: vy 

retailers throughout the territory are rolled o- Bhe g  o d $1.16 per Bo Standard warranty, 30 x 314, oversize, 


heavy duty cord, s.s., cl., $7.25; 31 x 
4, gir 32 x 4, $12.10; 33 x 4, $12.70; 
32 x 414, $15.95; 33 x 4%, $16.60; 33 x 
5, $21. a 3alloon, 29 x 4.40, regular, 


taking heart, having learned that they cold rolled square bars, $4.66 per cwt. 
are far from powerless in the face of NAILS.—Volume is fairly good. The | 


such competition. Some of the chains i 
such competit ne market, after a prolonged period of $830 x 4.50, $8.90: 30 x 5.35, $12.50: 
are even advertising like any other lo- | weakness, seems to be gaining strength. 31 x 5.25, $12.90; 31 x 6.00, $17.10; 33 
x 6.00, $18. Trucks, 32 x 4 8 ply, 
ev , irection o make themselves TAILERS, F.O.B. MISSOURI RIVER 3 é 
very direction t CROSSINGS: 32 x 6, $32.40; 36 x 6, 10 ply, $46.60: 
liked locally. Common wire nails, $3.50 per keg An Ra zenith; MO x &, or ply, $91.60. 
Hardware jobbers are convinced that base (see new extras). : cont cade aienant.> - eral 


| 
| 
| 
| 
1 
1 hant and straining hard i | 
ca mercnan an strainin ar in ’ . | -00, a . 
. € JOBBERS’ QUOTATIONS TO RE | $20.55; 33 x 4%, $21.30; 30 x 5, $26.20; 
| 
| 


TUBES.—Inquiries are livelier and 


if the independent merchant will only ' ROLLER SKATES.—The demand for 
movement better. Prices somewhat un- 


count his mercantile blessings and | roller skates is growing into a veritable 





ao the ae of them, his rote ci craze. Children and young men and/| steady. 
oo ee ro ee greater than 1 1S | women of high-school age are taking | JOBBERS’ QUOTATIONS TO RE- 
now. One Missouri River jobber said 4, the sidewalks Prices, however, are | TAILERS, F.0.8. MISSOURI RIVER 
last week: : c | OSSINGS: 
| still unsettled. gi 1 , 
“The independents can, will and do JOBBERS’ QUOTATIONS TO RE- | ito Gas or os car a Aggy f 
get the hardware business if and when TAILERS, F.O.B. MISSOURI RIVER | per half doz.; 33 x 4, tan, $13.20 per 
they realize the essential superiority of | ain ieactctnege ; a Fig ' x 4%, eon y ar half 
their position. To my mind, the chain- | os ae eae ilo tai og aoe doz. ; Balloon, 29 x 4.40, heavy duty, 
sters have reached their zenith, so far $2.75; No. 183, $2.75; No. 181, $2.65. | $18.60 per doz.; 30 x 6.25, $12.90 per 
. * - . Union Hardware line: No. 4, $1.65 half doz.; 31 x 6.00, $14.70 per half 
as this trade is concerned. Now is the ed oR gc} lpm te ge at NOL may doz.; 33 x 6.00, $16.60 per half doz. 
. per pair; in quantities, 55 to 99 pairs, anh foramot < tint 4p. 16 
time of all times for the hardware re- $1.55; 100 or more, $1.45. Same prices | ne oun” teats’ doniaae y Special 
tailer to organize his attack in man ne dns a get of paire. $165. 100 | brand tubes, 30 x 31%, 55 to 70 gage, 
fashion and drive home his blows for or more, $1.55; No. 130 rink skates, 2%-in. pole, reinforced valve base, 
oe . ‘ oe $1.98 per pair; No. 130L, ladies’ rink vulcanized splice, full size valve, 75c. 
mercantile freedom. All it takes is in- , each; 29 x 4.40, 92c. each. 


skates, $2.11 per pair. 





slligent aggressiveness.” onl 
toenk ae ‘ ROPE.—Movement good. Former prices | VENTILATORS.—Business not so good 
AXES.—Orders are few and _ small.| continue to hold. | as formerly. Prices unchanged. 
Prices continue firm. JOBBERS’ QUOTATIONS TO RE- | Perea A py abi tinsye] bP 
TAILERS, F.0.B. MISSOURI RIVER | T , F.0.B, IR 
JOBBERS’ QUOTATIONS TO RE- CROSSINGS: | CROSSINGS: 
PE on ea MISSOUR! RIVER Highest quality manila rope, stand- Continental, metal frame, No. 833, 
, ard brands, 22c. per Ib., base; No. 2 $1.50; No. 837, $4.75; No. 845, $5.20; 
First quality, single-bitted unhan- | manila, standard brands, 20c. per Ib., No, 1137, $5.50; No. 1145, $6.30; No. 
died axes, 3 to 4 Ib., $14.50 base; ' base; No. 1 sisal rope, highest qual- 1437, $7.30; No. 1445, $8.10. Prices 
handled, $18.75 to $20.50 base. ity, standard brands, 19c. per Ib.; are per doz., net. 
2 No. 2 sisal rope, standard brands, Continental, wood frame, No. V836, 
BUILDERS’ HARDWARE. — Though 1514c. to lic. per Ib., base. sag ey Y923, — No, V337, wae. 

H ; ; ; ; . Tal : . y ) { I 75 v 
current business 1S light, the indica- SANITARY PRODL CTS.—Retail busi- Vi537,. wake No. 1549, wees, “Prices 
tions for betterment are good, in view ness js quite satisfactory. Prices un- are per doz. net. — ; : 

he biti buildi rogram | Wurldbest, list prices, No. 2, $2.50 
of the ambitious building prog changed. each: No. 3, $3.00 each: No. 4, $3.50 
throughout the Southwest. Prices are JOBBERS’ QUOTATIONS TO RE- each: No. 5A, $4.00 each; No. 6A, 
steady TAILERS, F.O.B. MISSOURI RIVER $4.75 each; No. 6B, $5.00 each. These 
iar ; CROSSINGS: list prices are subject to dealer's 
JOBBERS’ QUOTATIONS TO RE- | “Presto” pipe opener, 16 oz. cans, discount of 33% per cent. : 
TAILERS, F.0.B. MISSOURI RIVER | — 32.15 per doz.; case lots (24), $2 per | WHITE LEAD.—It is a bit too early 
doz.; bowl cleaner, 22 oz. cans, $2 per : 
Cien tere at 2h 8 ed Se doz.; case lots (24), $1.85; furniture for a strong demand, but the market is 
old copper and dull ‘brass finish, ae 9 ge Mad Fh B as) 93.00 vet stiff. Jobbers are looking for a big 
gre eer - * anys i} “ be Ease doz.; No. 12, “Presto,” $4.50 per doz.; paint year and advancing prices. White 
i drec “i é 9 . os 8 ‘ . : 
pair; heavy. steel bevel inside sets, case lots (12), $4.32 per doz.; tile and paint is quoted to dealers at $2.60 per 
y ’ - doz.: steel bi porcelain cleaner, $1.35 per doz.; case ‘ 
—— $5.50 gg Py Pigg nee eo lots (24), $1.20° per doz.; window gallon, based on white lead at 13%c. a 
Keve “oO ) sets, re 4s ae 6 ° ° 
oa pnw beense metal, $2.25 per i eget ee per doz. ; — a gallon, which price now stands half a 
set: cylinder front door sets, wrought ot ts Pegg bey 2 cope gar a cent higher. New paint figures are 
bronze metal, $6.50 per set. per doz.; “Silvershyn,” $1.95 per doz.: looked for daily. 
ase lots (72), $1.80 per doz.; ‘‘Met-L- 
CARRIAGE AND MACHINE BOLTS. | p00, 0'§ 7 eee chee lote as), JOBBERS’ QUOTATIONS TO RE- 
—Market is firm with a fair demand. $3.60 per doz.; oil soap, $2.75 per noe eee 
N 1 ll the Mi River bbe doz.; case lots (36), $2.60 per doz.; CROSSINGS: 
early a the issouri iver job ers dry cleaner, $3.75 per doz.; case lots White lead, 13%c. per lb. in hun- 
have restored the full-case price list. (12), $3.60 per doz. | dredweight lots. 
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Know these men= 


.... they are constantly on the 
alert to strengthen and increase 
R-W Service to dealers, architects 
and builders. 

R-W engineers know that good 
door hardware is one thing and 
that the proper hardware in the 
proper place is quite another. 

Seeing to it that correct equip- 
ment is supplied for every indi- 
vidual condition constitutes R-W 
Service. You can place every 
confidence in R-W engineers and 
equipment they recommend. 

Call in an R-W man any time. 
You'll find him useful when you’re 
figuring on doorways. Write for 
complete catalog .... equipment 
specially suited to every doorway 
problem, the largest, most com- 
plete line of door hardware made. 


0. 
AHaneer torany Door that Slides (c 


Wew Youn . . . . AURORA, ILLINOIS, U.S.A. . . . . Chicago 

Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 

Minneapolis Kansas City Atlanta Los Angeles San Francisco Omsha Seattle Detroit 
Montreal « RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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Stormy Week-Ends Have Been a Factor in 
Curtailing New England Retail Sales 


Boston, April 2.—New England 


(Boston office of HARDWARE AGE) 
retail sales during March did not 


come up to general expectations, yet they compare favorably with those 
for February Practically every week-end during March was stormy, 
consequently people who figured on doing work around the home, barn 


or garage were obliged to put it 


off indefinitely. Naturally a lot of 


merchandise that would have been sold by the retailer remained on 


shelves. 
might have been sold on Saturday 


Days are lengthening, however, and some merchandise that 


was bought and used by the public 


during the middle of the week. Every pleasant sunny day witnesses a 


good volume of buying from retailers. 
their compensation, however, in liberal sales of paint. 


Stormy Saturdays have had 
Some of the re- 


tailers interviewed the past week maintain they sold a far greater 
amount of paint in March than they did during the corresponding month 


last year. Most of the paint has b 


een for indoor use. 


All kinds of seeds have sold well, too, and records of past years show 


that when seeds begin to move out 
proves. The retail trade is still op 


of business to develop during the next few months. 


of retail stores, general business im- 
timistic, yet expects no great volume 
The general feel- 


ing seems to be that retail sales are to be steady rather than heavy. 


Marine hardware is beginning to 
volume, and April should witness 
crafts usually are put into shape 


tailers and wholesalers continue to issue encouraging reports. 


culty is experienced in securing ce 


the sold up condition of manufacturers. 
Competition for business is still keen, but owing 


is holding its own. 


move out of retail stocks in larger 
a further improvement as pleasure 
during this month. Mill supply re- 
Diffi- 
rtain types of cutting tools owing to 
Heavy hardware apparently 


to the firmness of mill prices, jobbers are sticking rather rigidly to pub- 


lished price schedules. 





AUTOMOBILE ACCESSORIES.—Lit- 
tle new of interest has transpired in 
automobile accessories during the past 
week. As spring advances there is a 
natural increase in the call for acces- 
sories, and there is every indication 
that retail sales will measure up to 
standard despite the continued keen 
competition from garages and out-and- 
out accessory houses. 


JOBBERS’ QUOTATIONS TO RE- 
= F.0.B. BOSTON 
‘ansfield line, heavy duty, 


$11.60; 33 x 4 in. $12.10 ; 32 x 4% in., 

15.55; 33 x 5 in., $21.15; 35 x 
22.70. Discount, 7% per BRS 

Tires.—Mansfield line, paens, 27 x 
4.40-19, $7 each list; 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 A 5.00-21, $10. '65. Discount 
7% per ce 

Tires. “Siainsneta line, balloon, six- 
ply, ° x 4.50-21, $11.05 each list; 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00- 23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x wee $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
r wis 


31 x 6.00-19. ; 
$13.80; 83 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
ae. per tube should be added to the 
list. 


BARROWS.—The past week witnessed 


further liberal shipments of barrows 
from jobbing stocks. Demand is about 
equally divided between garden and 
contractor varieties. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Barrows. —Garden, standard, No. 4, 
wood wheel, $5.75 each net; No. 4, 
steel wheel, $5.50; No. 5, wood wheel, 
$6.25; No. 5, steel wheel, 

BATTERIES. — Despite the rapidly 
growing popularity of all electric radio 
sets, a surprisingly large number of 
batteries are being purchased by fans 
from retail hardware dealers. Retail- 
ers, in turn, are constantly in the mar- 
ket for fresh supplies. 

JOBBERS” QUOTATIONS: TO RE- 
TAILERS, F.0.8. BOST 

Batteries .—Columbia, = * cell, in 


lots of 50, 32c. each net, reight al- 
lowed. Hot Shot, in barrel lots, No. 


1461M, $1.65 each net; No. 1562M, 
$1.97; No. 1662M, $2.34. In less than 
barrel lots, No. 1461M, $1, 75; No. 


1562M, $2.07; No. 1662M, $2.45. 

Radio ‘—Dry cell, in lots of 50; No. 
7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 5, No. 767, less than unit packages, 
$2.06 each net; unit packages, $1.92. 
No. 770, less than unit packages, $3: 
unit packages, $2.80. 0. 772, less 
than unit packages, $2.06; unit pack- 


Ss, $1.92. Storage batteries, 6 to 9, 
$9.75 each net; 6 to 11, $11.10; 6 to 
13, $13.05. 


BOATS.—New price lists have been is- 
sued by manufacturers of toy sail 
boats, which show practically no change 
from last year’s quotations. Jobbers 








@ 
already have taken some toy boat busi- 
ness. 


JOBBERS’ pg gle ood TO RE- 
TAILERS, F.0.B. BOST 


Boy Bo ~~ Eh ig 8 Thunb line, 

speceter, JF Bd doz. net; 

sh, No. 55, Og wrels a” re 257, 

8; Motor, No. 4 
Columbia $s. 


Fiving pa 
No. 85, 38 per doz. "het: No. 68, $i 
0. Seaworthy, "sail, na 126, 
x oer’ doz. net; No. 134, $8; No. 137, 
312: No. 142, 16; No. 146, $20; No. 
24; No. 149, $24; No. 151, $32; 
Ne’ $40; No. as “ae No. 166, 
$80; Ne 165, $96; No. , $120. 
BOQUET peed Aegan of the re- 
tail trade have begun to order in boquet 
holders in preparation for the pre- 
Memorial public buying movement. 
Retail stocks are said to be small. Glass 
holders are a shade higher than last 
year, but iron and tin kinds cost just 
the same as then. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Boquet Holders.—Glass, No. 14, 65c. 
each net; iron tulip, No. 2, 35c. each; 
tin, No. ‘22, $1.25 per doz. net. 

BUILDERS’ HARDWARE.—With the 
slight improvement in and around Bos- 
ton in construction there has been a 
somewhat broader market for builders’ 
hardware. Reports from other Massa- 
chusetts centers and from New England 
in general, however, are not particular- 
ly encouraging, business being slow in 
getting under way. 

JOBBERS’ Setar TO RE- 

F ig TON: 


door lock sets, $1. $6: 
net; vestibule joc 


CAMPERS’ GOODS.—From now on 
hunters and fishers will spend more and 
more time in the woods. Many retail 
dealers are anticipating sportsmens’ 
needs in campers’ goods. Manufactur- 
ers have placed within reach of the 
public an attractive and serviceable line 
of such merchandise. 


JOBBERS’ ep l  d TO RE- 
hie F.0O.B. BOST 
asses.—No. 182, Sse each net; 

Ne titre 10 per doz. net; No. 1770, 
$2; No. 5613R $1.25 each net. 

Axes.—Marble _ No. 2 se y, 
$2.17 each net; No. 6, $1. st ae pe 

Knives.—Marble line, 45, 
each net; No. 49, $1.50; No. $45, $1. on 
Richards, No. 1114 $5 per doz. net. 
Universal, No. 0030, 6 in., $17 per 
doz. net; No. 0020 5 in., $15. 

wg 4 gee a 3h 50 each 
net; 9, $6.25; Gypsy, 70. 


CLOURA ee to the rapid advance 
in the cost of raw materials entering 
into the manufacture and the previously 
bed-rock prices for so-called low priced 
alarm clocks, manufacturers and job- 
bers have advanced two styles of 
clocks, the Thrift and Tornado, about 
10 per cent. The Tornado in less than 
case lots now costs 95c. each net, and 
in case lots, 90c., while the Thrift in 
less than case lots is now 77c., and in 
case lots, 72c. 


Reading matter continued on page 74 
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Show Them and You Sell 
Simonds Hack Saw Blades 


This Hack Saw stock card can be displayed 
on either your counter or display tables. It is 
especially suited for table display because it 
will not obstruct the view of any other mer- 
chandise on the table. Secondly, it will prevent 
the teeth of the blades from rubbing together. 
Progressive merchants who have displayed it 
on tables have increased sales on SIMONDS 
HACK SAW BLADES as high as 150 per 
cent. 




















er It also helps to sell other lines of carpenter 

How this display appears tools when displayed on the sa ice 
on the counter. with such tools. The recognized quality of 
SIMONDS HARD EDGE HACK SAW 

Get two cards. BLADES will overcome all price competition. 


Display one on the table Your jobber can supply you with one or more 


and one on the counter. of these handsome display cards mounted with 
24 blades. The cards are arranged with either 
10 or 12 inch blades. 


Simonds Saw and Steel Co. 


“The Saw Makers” 
Hardware Department Established 1832 


Fitchburg, Mass. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Clocks. —W estclox line, Big Ben, 
$2.29 each net, luminous, $3.16; Big 
Ben De Luxe, $2.64; luminous, $3.52; 
Baby Ben, $2.29; luminous, $3.16; 
Baby Ben De Luxe, $2.64; luminous, 
$3.52. Sleepmeter, $1.40; luminous, 
$2.10. Blue Bird luminous, $1.76. 


America, $1.05; luminous, $1.58. Ben 
Hur, with base, $1.76; luminous, $2.46. 
If 2 doz. clocks of one design or as- 
sorted are purchased a discount of 
2% per cent is allowed. 
Waterbury Line.—Thrift, in case 
lots of 50, 72c. each clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 
Tel Tale square, $1.35; Boston, $2.75; 
competitive, 70c. Tom Tom, in case 
lots of 24, $2.10 each clock. 
CONCRETE PATCHER.—With assur- 
ances that snow and heavy frosts are 
things of the past, people evidently are 
doing quite a lot of concrete patching. 
At least retailers and jobbers both re- 
port larger sales of this product. 


JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Concrete Patcher. ~~ Rutland line, 
No. 3, $3.60 per doz. list; No. 6, $6. 
Discount 50 per cent. 
ERECTOR LINE.—New price li-ts for 
the coming season on the erector line 
have been issued. Virtually no change 
in prices as compared with 1928 is 
noted. No. 7 set is now $10, however, 
as against $7.50 heretofore, and No. B 
big girder is a little higher than last 


year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Erector Sets.—No. 1, $1 casts, list; 
5; No. 6, $7.50; 
5; No. 8, $25; 
No. 9, $35; No. “10, $50. 
Miscellaneous. — Accessories, No. A, 
$7.50 each, list; Big Girder, No. B, 
$9.50; electric, No. 305, $5: airplane, 
No. C, $10; No. D, $12.50; Zeplin set, 
No. E, $17.50. 
Motors.—No. P58, $1.25 each. list; 
No. P54, $2; No. P56G, $5. Trans- 
P60C, $3.50. 


former, No. 
Tool Chests.—No. 701, $1 each, list; 
702, $2.50; No. 


No. .50; No. 
Dad's size, 


; 765, $5. 
No. 780, $10; No. 785, $15; No. 790, $25. 


Discounts. — On goods valued at 
250, 40 per cent; on smaller amounts, 
331% per cent. 
GARDEN KITS.—Jobbers are enjoying 
quite a sizable sale of garden kits made 
up of four pieces as follows: one blue 
handled trowel; one green handled 
transplanter; one orange handled weed- 
er; and one red handled fork. The kit 
costs the retailer $9 per dozen sets. 


LAWN ACCESSORIES.—Of the many 
items coming under the classification 
of lawn accessories, rakes apparently 
are experiencing the broadest move- 
ment. There seems little doubt but what 











retailers in general carried over com- 
paratively few rakes last season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Hose. —Rubber, Commer- 


garden, 


cial, % in., 6%c. per ft., net; Leader, 
% in., 6%c.; % in., 7%4c.; Vigilant, 
5 in., 8%c.; Olympia, 5 in., $16c.; 
ae Luck, % in., 10c. ; Milo, % in., 
10%c.; Bull Dog, 5 in., 13%c. 


Laven Mowers.—Roller bearings, 16 
18 in., $19.50; 


in., $18.25 each, net; 
20 in., $20.75; roller bearers, 16 in., 
$16.75; i8 in., $17.50; 20 in., $18.75. 
Automatic ‘style, 11-5, 16 in., $12; 18 
in., $13; 20 in., $14. Style 10-4, 14 
in., $9.75; 16 in., $10.50; 18 in., $11.25; 
20 in., $12. Style 9-4, 14 in., $9; 16 
in., $9.50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in., $14.25; 18 in., 
$15.50; 20 in., $16.75; 14 in., $9.75; 16 
in., $10.50; 18 in., $il. 25; 20 in., $12; 
high wheel, 14 in., $9; 16 in., $9.50; 
18 in., $10; 20 in., $10.50; special, 
style 8-4, 14 in., $8.50; 16 in., $8.90; 
18 in., $9.30; special, style 8-3, plain 
bearing, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 

Rakes.— Lawn, wooden, 3 _ bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 


on rake with 24 teeth, 24 grade, $6.60 
per doz. net. Bambo, Lawncomb, $9 
per doz. net. Broom, No. 10, $2 per 
doz. net; No. 66, extra strong, $4. 


PYREX WARE.—The Corning Glass 
Works, Corning, N. Y., makers of the 
Pyrex line of glassware has placed on 
the market several new items, and local 
jobbers already have received orders 
for same although their stocks are in- 
complete. Delays in deliveries, how- 
ever, will not be extended. Following 
are some of the new items placed on 


the market: 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B) BOSTON: 
Ovenware.—Pyrex skillet, rustless 
10 in., with cover, No. 
5000, $3.33 each net; casserole, round, 
8 oz., no handles, No. 164, 40c. each; 
shirred egg dish, 6% in., No. 302, 30c. 
each; bell cover for same, No. 952, 
53c. each; mushroom dish, combina- 
tion, No. 152, 83c. each. 
Refrigerator.—Pyrex, No. 592, 5 x 
9 x 2 in., 77c. each net; No. 593, 5 x 9 
x 3 in., 93c.; No. 662, 6 x 6 x 2 in., 
57c.; No. 663, 6 x 6 x 3 in., 67c. 


RUBBER BALLS.—Manufacturers of 
rubber balls have issued 1929 spring 
prices, which show modifications on 
certain types of goods. The new price 


list follows: 

JOBBERS’ OT on TO RE- 
TAILERS, F.O.B. BO py = 

Rubber Balls. pt atc hite with 
elastic, 40c. per doz. net; Junior base- 
ball, Tbe.; White Star, No. 8172, 40c.; 
No. 8386, $1.50; No. 8775, $7; White 
. > rg T, 5 in., $3.20; 6 in., 
$4; in., $7 - in., $8: Fancy Star, 
3% a, $2; $5. 50; white educa- 
tional, No. 5480, $2; enameled, No. 
8135, 80c.; No. 8400, $2; No. 8600, $4. 


SHEET ZINC.—Jobbing prices on sheet 


steel bottom, 





zinc have been advanced 50c. per cwt. 
This change is the first one made in 
prices since last August. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

= 

2.25; 


Sheet Zinc.—In 300 Ib. casks, 
per cwt. net; in 200 lb. casks, $1 
in 100 lb. casks, $12.50; in less than 
cask lots, $13. 
SHOT.—Air rifle shot has been ad- 
vanced another 10c. a package, making 
a net advance during the past month of 
30c. Revised prices follow: 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Shot.—Air rifle, 5c. size, $4. 05 per 
case, net; Boy Scout, 10c. size, $4.45 
per case; B shot and larger, $2.85 per 
bag (25 Ib.) 
TOY CANNONS.—Retailers, in a few 
instances, are ordering in toy cannon 
and similar merchandise that will be in 
need in and around Boston for April 19 
and June 17. Prices are the same as 
they were last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Cannon.—Toy, Big Bang line, on 
two wheels, No. 8F, $1.50 each; No. 
12F, $2.50; No. 16F" $3.67. On four 
wheels, No. 10W, $2. 

Tanks.—Toy Army, No. 5ST, 67c. 
each net. 

Pistols.—Big Bang line, with hol- 
ster, $1.34 each, net. 

Ammunition. — Baysite in_ tubes, 
10 each, net; spark piuss, 6 2-3c. 
eacn. 


WATCHES.—From now vn watches 
should sell better. Jobbers are endeav- 
oring to interest retailers, but orders 
are coming in slowly. 


JOBBERS’ oy ag oso TO RE- 
TAILERS, F.O.B. BOSTO 

Watches.—Ingersoll line sii dials, 
si. .02 each net; Eclipse, $1.67; by 


2.17; Midget, $2.17; Wrist, 2 
with radiolite dials, Yankee, $1.50: 
Two in One, $1.67; Eclipse, $2.17; 
Midget, $2.50; Wrist, $2.67; Water- 


bury Chromium, plain dial, $3.33 each 
net; radiolite dial, $4. New Haven 
line. Tip Top, plain, $1 each net; 
radium, $1.48. 

Wrist Watches. — Ingersoll, plain 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $4.33; New Haven, plain 
dial, $2.29; radium, $2.62. 

WIRE CLOTH.—Jobbers’ sales of wire 
cloth ave been quite heavy of late. 
The impression among retail dealers 
that prices are more likely to be higher 
than lower accounis in a large measure 
for the present activity. Talk of high- 
er prices among retailers evidently is 
based on the buoyancy of prices for 
materials entering into the manufac- 
ture of wire cloth, particularly for 


bronze and copper cloth. 








A hundred-point man is one who is true 
to every trust; who keeps his word; who 
is loyal to the firm that employs him; 
who does not listen to insults nor look for 
slights; who carries a civil tongue in his 
head; who is polite to strangers without 


being 


geous. 


“fresh; 
toward servants; who is moderate in his 
eating and drinking; who is willing to 
learn; who is cautious and yet coura- 


who is considerate 


—Elbert Hubbard. 
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HARDWARE 


A Six-Cylinder Truck with the 


Economy of the Four... 
Ideal for Hardware Merchants 


Offering all the brilliant performance 
advantages of a great new six-cylinder 
valve-in-head engine—yet amazingly 
economical, both to own and to oper- 
ate—the new Chevrolet trucks are 
meeting with unrivaled popularity 
among users in every line of business. 


Never before has Chevrolet’s leader- 


ship in quality and value been so 
decidedly pronounced. 


ful 4-wheel brakes, and a positive, 
smooth - acting dry disc - clutch! 
Rugged dependability—assured by a 
heavy channel steel frame, massive 
banjo-type rezr axle housing and 
scores of additional features of ad- 
vanced design! And all available in 
the price range of the four. 
See your Chevrolet dealer today. 
He can provide you 








Six-cylinder perform- with a Chevrolet six- 
ance—with its greater 1% Ton Chassis °545 cylinder truck designed 
reserve power, higher os oe Coen ee especially for your 
speed, faster accelera- iin tie, business that will 
tion and smoother oper- Light Delivery S4(\() combine dependable 
ation! Marvelous han- eee six-cylinder transpor- 
dling ease—the result of uae ag tation with the out- 
a full ball bearing steer- standing economy of 








ing mechanism, power- 


the four! 


CHEVROLET MOTOR COMPANY, DETROIT, MICHIGAN 


Division of General Motors Corporation 


=~. PAINTS 





The Chevrolet 1% Ton Chassis with 
Cab equipped with Canopy Express Body 





A SIX IN THE PRICE RANGE OF THE FOUR 

















76 


HARDWARE AGE for APRIL 4, 1929 





General Resumption of Hardware Business 
in Twin Cities Territory 


MINNEAPOLIS, April 2.—With the definite turn toward spring and 
spring activities all over the territory served by the Twin Cities, 


there is a general resumption of business. 
sible to travel, due to road conditions, but the highways are fast 
drying out and every line of business is hastening to make up for 


the time lost. 


Collections for the first quarter of this year are well up to normal, 
and there are many indications that this year will clear much of 
the old indebtedness on the farms in the Northwest. 
the number of farms being purchased for permanent occupancy is 


very encouraging. 


A number of items have been added to this market letter with 


spring prices shown. 


(Minneapolis office of HARDWARE AGE) 


For weeks it was impos- 


In addition 





AXES.—Sales are fairly good, with 
stocks ample. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 
BOLTS.—Stocks are ready for the 
spring trade, and prices are firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 
lists. 
BRADS. — Demand 
stocks well filled. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from lists. 
BUILDING PAPER. — Deliveries are 
still light, but with good prospects for 
saless this spring. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 


CHAIN.—Call for chain is steady, with 
fair volume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 


be pepe an F.O 
% x 14, $12.05; % x 14, 


is steady, with 
Prices have not 


Log chains, 
. 15; a x 14, $8.60; proof coil chain, 
in., $10.30: % in., $7.40; % in 

#. 85; % in., $7.70 cwt., net. 


CHURNS.—Dealers are prepared for 
the call in this line, with ample stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 33%-5 per cent 
from lists. 
EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are showing a 
good increase, with prices on some of 
the items slightly changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5 in., slip joint, sin- 
gh nee galvanized, ‘in crates, $5.25; 
6.40; conductor pipe, 3-in., in 
ae, not nested, $4.90; 4-in., $6.85; 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 





FIELD FENCE.— Demand is good, 
with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Retail sales are showing a 
better demand, and stocks are ready for 
the change. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Sales are 
steady, with stocks well filled. Prices 
on some items show a slight change. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. TWIN CITIES: 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $13.20; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—'Demand is 
improving rapidly as spring work is 
commenced. Stocks are well filled, and 


prices firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass, Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 
LAWN HOSE. — Retail demand has 
hardly begun, but dealers have their 
stocks ready. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., §2.50: 
5e-in., 50-ft. lengths, coupled, $7.75; 
Manhattan, red, %-in., 500-ft. bales, 
$7.75; %-in., 00; -in., 50-ft. 
lengths, coupled, $8. ‘05; Good Luck, 
5,-in., 6-ply, $9.00; Buil Dog, %-in., 
7-ply, $12. 75 per 100- ft., net. 


LAWN MOWERS.—Dealers have their 
stocks on this line ready for the call, 
although practically no showing is be- 
ing made of lawn mowers on the floor. 


JOBBERS’ QUOTATIONS TO RE. 
ee F.O.B. TWIN CITIES: 
Sem Yt Style 





Law 
A, 15- in, $15.75; 17-in., $17.85; 19-in., 
$19.95; Style K, 16-in., $430: 18-in., 


Reading matter continued on page 78 


eet 20-in., $16.50; Riverside, Ball- 
ng, 16-in., $7.25; 18-in., $8.25 
each, net. 


MILK CANS.—Stocks are ready for 
the spring trade. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each; net. 


NAILS. — Deliveries are showing in- 
crease, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 


OIL STOVES AND HEATERS.—This 
line is showing more activity, demand 
for heaters developing with the milder 
weather. Stocks are ample, and prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 500 Nesco oil stoves, $72 each; 
No. 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33% and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 


339, 5 Superfex burners, $140; No. 
279, $120; Stoves, No. 74, 4 burners, 
$29.50; 0. 738, $238.25; No. 72, . 
Puritan oil ranges, white porcelain, 
with built-in ovens, 

stoves, No. 44, 4 ody ” $29. 50; No. 
43, 3 burners, $23.50; o. 42, $18. 


Puritan pressure-gas (gasoline) ‘white 
porcelain range, with built-in ovens, 
No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 718, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
swing door, $6.20; Puritan, No. 


glass 
42G, 2 burners, glass drop door, 
$5.50; No. 42, 2 burners, steel drop 


door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green goreee, Pyrex globe, $16.50; 
No. 1526, black japan, rex globe, 
$9.75; No. 1530, black japanned, 
nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25 list, with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PLANTERS.—Call for corn and po- 
tato planters is being anticipated by the 
dealers, and stocks are ready for spring 
sales. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Corn and potato planters, Acme, 
$10.25 doz., net. 
POULTRY NETTING. — Dealers look 
for a very good demand in this line, and 
stocks are filled accordingly. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Poultry netting, hexagon mesh, 50- 
10-5 per cent from lists. 
PYREX OVENWARE. — Sales still 
show a fair volume, with stocks well 
assorted. Prices have not changed. 
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NOW~—your profit lies in 
SCREEN HARDWARE 










No. 79 Screen and Storm Sash Hanger 


Easy to hang and holds securely—wind can- 
not unfasten this type when once installed. 





No. 78 Screen and Storm Sash Hanger 


The sections on screen or sash slide over 
hooks on casing and lock automatically— 
prevent rattling. 





tt Tia 
No.80 Screen and Storm Sash Hanger 


‘These hangers will hold screen or sash firmly 
in position and prevent rattling. 





No. 90 


Each year, at this time, there is spirited buying 
in this line—a ready sale for Screens and Screen 
Hardware to combat the summer-long scourge 
of the fly. Cash in on this heightened demand 
by devoting your display to Screen Hardware. 


Natienal 


merchandise is exceptional in quality and right 
mechanically, with many special features to 
interest buyers. The simplicity of installation is 
easy. to demonstrate. Their snug fit and trim 
appearance distinguish them too. In units, or 
in complete sets. 





If you are not already familiar with the advantages 
of being a National dealer—write us for details. 


National Manufacturing Company 
Sterling, Illindis 


ed eth Soren etal Ny, 8 hecho 





No. 92 


No.91 


SCREEN AND STORM DOOR SETS 
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Furnace coke tin, ICL, 20 x 28, 


sails j j j Sash cord, best grade, 65c. Ib. base, 
REGISTERS. — Demand is fair, with| Sond grade, 38¢ Ib, third grade, $14.30 box, and roofing tin, 20 x 28, 
prices firm. 36c. Ib., base, net, and cast iron sash 8 lb. coating, IC, $15.50 box, net. 
JOBBERS’ QUOTATIONS TO RE- weights, $1.85 cwt., net. . 
TAILERS, F.0.B. TWIN CITIES: SCREEN DOORS AND WINDOWS.— | WHEELBARROWS. — Sales are just 


getting under way in this line. Stocks 
are well filled. Domestic wheelbarrows 
are starting to sell well. 

JOBBERS’ QUOTATIONS TO RE- 


Registers, cast iron, 40-10 and Retailers have their stocks ready for 


steel, 40-10 per cent from lists. i 3 
REGISTER AND RADIATOR the call, which will develop with the 
first warm weather. 


SHIELDS.—tThere is still a fair demand 





in this line, with prices unchanged. thane eho tom cna” TAILERS, F.0.B. TWIN CITIES: 
JOBBERS’ QUOTATIONS TO RE.- Screen doors, common, 2-8 x 6-8, Wheelbarrows, barrel type tray, 
TAILERS, F.O.B. TWIN CITIES: $1.70; fancy, 2-8 x 6-8, $2.05 each, best grade, $41.30; second grade, 
Register shields, Gem, No. 1, floor net. $34.70; doz. net; tubular, steel tray, 
type, $12; No. 10, floor type, $10; No. Window screens, extension, 24-in., $7.20; Gopher garden, $3.75; American 
2, wall type, $6: and No. 20, wall Continental, $9.75; Wabash, $5.60 garden, $6.25 each, net. 
type, $5.20. Prices are net to dealers doz., net. . : ® : 
per dozen. No. 1 and No. 2 are oxi- SCREWS.—Stocks are ready for the WIRE.—Fence wire is selling well, with 
dized copper. No. 10 and No. 20 are , : A HK dealers well stocked. Prices are firm 
black enameled. spring demand, with prices slightly : < 
Radiator shields, Gem, adjustable, higher JOBBERS’ QUOTATIONS TO RE- 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; d TAILERS, F.O.B. TWIN CITIES: 
No. 3, $5; No. 4, $5; No. $5.50; No. JOBBERS’ QUOTATIONS TO RE.- Goivantasa tl sill ant 3.11 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, TAILERS, F.0.B. TWIN CITIES: Py te + 1g Facog eM gy arab 
$7. These prices are list each and Wood screws, flat head bright, 50 on wire $3 9 aoe ae spool; No 
subject to dealers discount of 30 per per cent; flat head japanned, 35 per 4 (base) smooth galvanized ‘wire, 
cent. These models with water hu- cent; round head blued, 40 per cent; $3.65 cwt., and No. 9 smooth black 
midifiers are $1 extra each, list. flat head brass, 32% per cent; round wire, $3.20 cwt. j . 


head brass, 27% per cent from lists. 


ROPE.—Call f. i i 
ae GS SEC, SKATES. — Roller skates are selling | WIRE CLOTH.—Stocks are ready for 








prices firm. . 
JOBBERS’ QUOTATIONS TO RE. freely, and stocks are well filled. the spring trade. 
TAILERS, F.O.B. TWIN CITIES: JOBBERS’ QUOTATIONS TO RE- JOBBERS’ QUOTATIONS TO RE- 
Best grade manila rope, 7-16 in, and een oy ag pigs TAILERS, F.O.B. TWIN CITIES: 
arger, 24c.; % in. and smaller, 25c.; oller skates, Union, No. 181, 65; r; . h, black 
best grade sisal, i7%c. Ib. base. No. 183, $2.75; No. 185, $2.75; No. 101, daleted, a ae eggs. eg 
SANDPAPER.—Demand Sa toner > $1.35; No. 103 and 105, $1.40 pair, net. aluminum finish, $2.25 per 100 sq. ft., 
alk wtiaren neat etaie Gited. @ creasing, | SOLDER. — Deliveries are fair, with base. 
stoc y ° ° : 
oak ied a ed for spring | stocks ample. WRENCHES.—Demand is steadily in- 
; 2 : JOBBERS’ QUOTATIONS TO RE- creasing with the development of spring 
JOBBERS’ QUOTATIONS TO RE. TAILERS, F.O.B. TWIN CITIES: activities. Prices have not changed 
TAILERS, F.0.B. TWIN CITIES: Warranted half and half solder, 33c. 4 =— 
3est grade sandpaper, No. 1, 80c. Ib., and strictly half and half solder, JOBBERS’ QUOTATIONS TO RE- 
per box of 75 sheets; second grade, 34c. Ib., in 100-lb. boxes, net. TAILERS, F.O.B. TWIN CITIES: 
No. 1, 67e. bo. 75 sheets; gar- : = : 
net No. 1, $16.78 per ream. net, STEEL SHEETS.—Call is steadily in- Reis See Se eer 
. . . . ce r4 cey Ws s, 0 i 
SCOOPS. —Grain scoops are selling | Te#8ine with the opening of spring | cent} engineers’ wrenches, 50-50 per 
: : , business. Price on black sheets is} cent, and Trimo pipe wrenches, 65 
steadily, with stocks ample. ehtte chanel | per cent from list. Bemis & Call 
JOBBERS’ QUOTATIONS TO RE- slightly changed. long sleeve nuts, 10 in., $1.70; 12 in., 
TAILERS, F.0.B. TWIN CITIES: JOBBERS’ QUOTATIONS TO RE- | _— $2.60; 15 in., $2.75 each, net. 
oni aiagcd : : ‘ TAILERS, F.O.B. TWIN CITIES: } Snap-on Wrenches. — Radio and 
Grain scoops, heat treated, size, 6, | electrical sets in metal cases, $2.75: 
$13.00; size &, 3.50; size 10, $14.50 Galvanized steel sheets, 24-ga. | No 101 Master Service Sets. $13.75: 
size 12, $15.50: size 14, $16.50 per doz. (base) $4.75; black steel sheets, 24- No. 202, Heavy Duty, Set $3.80: No. 
net. j ga. (base) $3.95; Armco galvanized } a > eae it e. k “Se $8: N ” 608, 
“ : sta 9 re aa e ace . 2 . “Ket & . > seo. ° 
J 2 . | steel sheets, 24-ga. (base) $6.65 cwt., | a ee ee Fhar décknts $3.20: 
SASH CORD AN DW EIGHTS.—Deliv- | __ net. Bi : : No. 90, Square Socket Set, $3.70; No. 
eries are still light in this line, but good | TIN.—Deliveries show a slight increase, 1817, Giant Snap-on with extra heavy 
business is anticipated for the year. | with prices firm. ee 
JOBBERS’ QUOTATIONS TO RE.- | JOBBERS’ QUOTATIONS TO RE- | Crescent, 6 in., $5.65; 8 in., $6.96; 
TAILERS, F.O.B. TWIN CITIES: TAILERS, F.O.B. TWIN CITIES: and 10 in., $8.64 doz., net. 





Pittsburgh Jobbers Making Daily Revisions 
in Brass and Copper Goods Prices 


(Pittsburgh office of HARDWARE AGE) | and tubes in the Pittsburgh district. 
PITTSBURGH, April 2.—Hardware into the manufacture of which | JOBBERS’ QUOTATIONS TO RE- 
° ° ] ° : | TAILERS, F.O.B. PITTSBURGH: 
copper enters continues to occupy a conspicuous place in price | Mansfield tires, 4 ply balloon type, 
changes. Daily the jobbers are revising their prices on brass or | os x 16 Se ie aie 
copper goods, if not on all of them, at least on some. In one period | tubes, $1.70; 29 x, 5.00, $9.90; tubes, 
. . +495 ° ’ «ey, 8, -OU, 
of ten days it was necessary for them to make five advances in cop- 31 x’ 5.00, $10.65; tubes, $1.85; 32 x 
. . * . 5.00, $11.75; tubes, $1.90; 28 x 5.25, 
per rivets and burrs. Even brass seam binding, which has been $11.10; tubes, $1.89; 20 x’ 5.25, $11.90; 
4 eS 2.00; 3 .25, 205 s, 
unaffected by the strength of the copper market, has gone up inthe | {yhes % X 5.0, "912.65; “tubes 2.25 
, ; , | Same, 6 ply, 31 x 5.25, .70; tubes, 
past week. Brass machine screws have had another advance of 10 | .,%2I%0°."'2's0, $16.05; ‘tubes, $2.35: 
per cent and higher prices have come in copper tank balls, brass | 30 x S20, OS: ee, Ee: a1 x 
cup and screw hooks, bronze wire screen cloth, spool wire, brass | $16.95; tubes, $2.40; 33 x'6.00, $17.55; 
| ubes, $2.55. 


locks and door sets and even fuse plugs. Other hardware items Tire display racks $10.00 each. 
Prices in all instances are each. 


enerally ar Idin e ices. siness i ral is good. | 
generally are ho g at recent prices. Business in general is g | BATTERIES.—There is a fairly good, 
| 





Collections do not improve much. but not a particularly large, demand for 
radio dry cell batteries. Those for other 
: uses are not doing much. 
AUTOMOBILE TIRES AND TUBES. motor cars contribute to a steady ex- JOBBERS’ QUOTATIONS TO RE- 
—Open weather and increased use of! pansion in the demand for new tires! TAILERS, F.0.B. PITTSBURGH: 


Reading matter continued on page 80 
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“OV quick Drying 


Enamel is Oppertu- 
nity’s shadow. It not 
only dries in 4 hours 
but it dries with a high 
gloss. That’s what 
people want. The six- 
teen snappy colors 
were especially de- 
signed to meet the mod- 
ern decorative vogue 
on furniture, floors and 
woodwork. 

You will stock a quick 
drying enamel because 
you will have ealls for 
it. But stock one that 
proves by performance 
am One that has a NAME 
of unquestioned sell- 
ing power: “61° Quick 
Drying Enamel. Write 
for full details of the 
Introductory Assort- 
ment. 





PRATT & LAMBERT-INC. 
Varnish, Enamel & 
Lacquer Makers 
114 Tonawanda St.. Buffalo, 
N.Y. Im Canada: 20 Court- 
wright St.. Bridgeburg, Ont. 
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Broken Unit Brass Cup and Screw Hooks.—80 $1 per doz. cans; Perfection paint 
Packages Packages per cent off list. cleaner, $3.25 per doz. 
Se re $2.22 $2.06 Fuse Piugs.—Clearsite, broken car- Step Ladders.—Standard full rodded 
EE. oliv'sn ca Keb vee 3.20 2.97 tons, $40 per 1000; cases of 500 or ladders, 28c. per ft.; extra, 40c. per 
ie. ROSS seaiatinae se 2.06 1.92 more, $34 per 1000. te Sea oii : , 

See |. Ser 3.00 2.80 oor olishers.— Johnson's elec- 
os a eer tinen: 1.32 1.14 FARM GARDEN AND LAWN.—Inter- tric, $42.50 each, wahiats. Be ge 
MN a Vd sakae & paed 42 .39 i i i of 25 per cent to retailer; han 
Ng Biaiaetine 1.05 "97 est in these goods continues to increase,| 2, -). "Gia English, $2.60 each. 

Nal | eters « Fs 1.40 1.30 as the weather is favorable and much Carpet Beaters. — Justrite, $1.10 
SE ign kine dee uae Ode 1.40 1.30 ivi ; ‘ ; doz.; No. 4, $1.20. 
No 163 pele ete soe ie 2.06 1-3 activity is observed in spring work. 

— Pig Ronn gen ee en JOBBERS' QUOTATIONS TO RE- | LEAD SINK TRAPS.— Prices have 

No. 6 dry cells, ignition type, unit TAILERS, F.O.B. PITTSBURGH: ht th trid f th b tal d 
packages, 36c. each. Lawn Rollers.—No. 2, 175 Ib. with caught the stride of the base metal an 
No. 360 Bate 3 700, 1 Sue.. ‘on ater, $8.55. each; No. 4. 265 Ib., are higher. 

5 c 0. c 0. 10.15; No. 5, 265 Ib., $12.70; No. 7, 
19%c.; 'No. 750, 13%¢c.; No. 791, 18¢. 120 Ib., $14.60; ‘No. 9. S65" Ib’, $16.50. JOBBERS’ QUOTATIONS TO RE- 


Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS.—These 
items do not appear to be active, but the 
check-up of sales usually discloses an 
average movement. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 


Nuts.—All styles, 
list. 


Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 

BUILDERS’ HARDWARE. — Business 
is looking up, mild weather having 
given considerable impetus to building 
construction. Manufacturers are hold- 
ing to their prices with much firmness, 
but that fact does not prevent compe- 
tition among sellers, which makes for 
a narrowing path of profits. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.60 per oad pairs; 
3% x 3% in., $19; Sao 

Hinges. —Heavy strap, 
per doz.; 8 in., Hy 
extra heavy T, 6 i 
8 in., $3.40; 10 in., "$8. 40; light. strap, 
with’ screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; Hight. 2, 3 in., $11 per 100 pair; 

n., 

Hasps.—Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.: 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COPPER AND BRASS GOODS.—It is 
perfectly safe to say that everything 
that can be listed in such a group is 
costing more now than it did a week 
ago. Jobbers say that in the past ten 
days there have been five advances in 
copper rivets and burrs, brass seam 
tubing, which seemed immune to the 
strength of the copper market, is listed 
among the lines that went up recently. 
Fuse plugs, brass machine screws, brass 
cup and screw hooks, the Yale & Towne 
line of brass locks, etc., spool wire, hose 
couplings, sprinklers of brass and cop- 
per tank balls also have moved to 
higher price levels. The advance in 
screws, spool wire and hose couplings 
and brass sprinklers is a matter of 10 
per cent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Brass Seam Binding.—% in., me- 
dium, $2.75 per box; % in. medium, 
$3.25; 1 in. heavy, $3.50; 1% in., 
heavy, $4.25. 

Copper Tank Balis.—4 in. x 6 in., 
$2.50 per doz 


50 per cent off 


Garden Hose.—250 to 500 ft. coils, 
¥% in., 7%4c. to 9c. per ft.; % in., 8c. 
to 10%c.; % in., 9c. to 12%e.; 50 
ft. lengths coupled %ec. per ft. 
higher; nozzles, Gem, $5 per doz.: 
Diamond, $4.25 doz.; reels, $1 to $4 
each. 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15. 24; spading forks, No. 84, ‘$10. 80 
per doz.; No. 72, $14.28; garden rakes, 
No. 014, "$5.64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, ” per doz. 

81, $3.65 

4 $5; No. 

84, $7. 75; ‘No. 45, $4.50; No. 38 $5. 75; 
No. 25, $6. 25. 


Trowels.—Garden, No. 7; $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c. 


Grass Hooks and Shears. —Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, $3.60; English, $7. 
No. 360, $3 per doz.; No. 380, See, 


a 520, $5.50; No. 525, $7; No. 
Shears.—Pruning, No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8in. blades, $1.25 
to $1.75 each; 9-in., $1.40 to $1.90; 
10-in., $1.60 to $2. 
Pruners.— Tree, Water, $1.30 to 


$1.60 each; Disston, $2 to $2.10; Rock- 
sate, 2 $1.35 to $1. 65; McKinney, $2.60 
0 $3.6 

p - . —Ring, 55c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans.—Galvanized, 4-qt., 


$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.4 0. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers 25c. per lb.; in 100-Ib. drums, 
15e. per Ib.; arsenate of lead, 1-Ib. 
papers, 25c. per Ib.; in 100-Ib. drums, 
16c. per Ib. 


FERTILIZER. — Lawn work is active, 
and with it comes a strong demand for 
fertilizer. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B.PITTSBURGH: 


Old Gardner, cases of 24 1-lb. car- 
tons, 2; 48 1-lb. cartons, $3.80; 10 
5-Ib. bags, $3.20: 5 10-lb. bags, $2.75: 
2 25-lb. bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


HOUSECLEANING SUPPLIES .— 
Spring housecleaning is on in earnest, 
and there is a really good demand for 
the things needed for the work. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B.PITTSBURGH: 


Mops.—O-Cedar, 33% per cent off 
list; otto. west grate, * 12, _ 
per doz.; 0, $6; 0, $10; 

36, $13. bon Sacoaa Ray No. at 
2.75; No. 20, $4.50; No. 30, "$6. 15: No. 
36, $8.40. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.;13 x 17 in., ss; 14 x 18 in.. 
$7.50; 15'x 20 in., $9.20 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4 Ib. 
cans, $3; 8-Ib. cans, $6; Old English, 
1-lb. cans, -85c.; 2-Ib. cans, $1.70; 4-Ib. 
cans, $3; liquid wax, Johnson pints, 
75c.; quarts, $1.40; Old English, pints, 
75c.; quarts, $1.40. Dealer’s discount, 
3314. per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
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TAILERS, F.O.B.PITTSBURGH: 
1% in., 75c. each; 1% in., $1.10. 


MISCELLANEOUS T O OLS. — These 
small tools find a very constant demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Circular Saws.— 6 in., $2.25 each; 8 


in., $3; 10 in., $4. 

Electric Driils.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 


Files _—Disston, 50 and 10 per cent 


off list. Nicholson and Black Dia- 
mond, 50 per cent off list. 
$2 each; No. 


Garage Vises.—No. 43, 
43%, $3; No. 44, $5. 


PAINTING S UPPLIES.—Business 
grows constantly under the stimulation 
of favorable painting weather. Prices 
do not change much. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%4c. per Ib. 
in 100-lb. lots; 10 per.cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 73c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. 
in barrel lots. 


POULTRY SUPPLIES. — Business 
not as active, as it was at the outset 
the season, but still is good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Incubators.—No. 1, $21 each; No. 
2, $24.50; No. 3, $32.55; No. 4, $38.50: 
No. 16E, $15.75; No. 17E, $21; all 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
$12/25; No. 81, $12.95; No. 161, $18.55; 
No. 102, $22.50; all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 


each. 
Cel-O-Glass.—In 100-ft. rolls, 12c. 


per sq. ft.; in 50-ft. rolls, 12%c. per 
sq. ft 
ROLLER SK ATES.—Demand holds up 
strongly for roller skates in this dis- 
trict. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Roller Skates. — Union Hardware 
Co. line, No. 2, 70c. per —_ No. 3, 
75c.; No. 10, $1.05; No. $1.55; 
Winslow line, No. 3814, $1. 50: "No. 38, 
$1.60; No. 38, rubber-tire, $2. 50 per 


, No. 181, $2.65 per pair; 
No. 183, $2.75; No. 185, $2.75; No. 101, 
$1.32; Nos. 103 and 105, $1.37. 

SASH WEIGHTS.—Demand is growing 
as spring house construction gets under 
way, but sales still leave something to 
be desired. Jobbers quote sash weights 
to retailers at $42 per net ton f.o.b. 
Pittsburgh. 


SCREEN WIRE GOODS.—Bronze wire 
cloth has felt the rise in the copper 
metal market, compelling a price to re- 
tailers of $6.75 per 100 sq. ft. for No. 
14 mesh, which is exactly $1 per 100 


is 
of 
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A display like this can work 


selling wonders 





FEATURE TO-DAY 
Bassick CASTERS 
BEST FOR 
2OTEGCT! JON 
A COMPLETE LINE 











Put your Bassick casters 
and NoMars out in the 
open, as this merchant 
did and watch sales grow. 


**50% increase”’ 


was the report of the dealer who used 
this Bassick display 





N¢ 


HE Mrs, Joneses and the Mr. Smiths 
of the world are forgetful. You wait on 
them —then ask “Is there anything else?” 
They think a minute, shake their heads— 
and say “No” — forgetting all the little 
things they’ve meant some day to get. 


Open display is the biggest help you can 


Ask us for suggestions and advertising helps 
that will increase your Bassick sales. 


Send a card today. 
THE BASSICK COMPANY, Bridgeport, Conn. 


For 33 years, leading makers of Better Casters, 
Furniture Rests and Furniture Hardware 


BASSICK 


MAR RESTS 








give to absent-minded buyers. It jogs the 


memory... and jogsit at the proper moment. 


Hundreds of your customers may be need- 
ing a set or a dozen sets of casters. Put 
Bassicks out where people are reminded 
and you'll be happily surprised at the 
Caster and NoMar sales that will develop. 









CASTERS 
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sq. ft. above the price of a year ago. | WIRE PRODUCTS.—Nails still drag, 
Not much demand has developed for | but good demand for other items under 
screen doors and windows, but hard- | this heading is reported. 
ware cloth, poultry netting and screen JOBBERS’ QUOTATIONS TO RE- 
wire cloth are doing well. - Mr lng F.0.8. PITTSBURGH: 
fence 
JOBBERS’ QUOTATIONS TO RE- per 100 Ib. Annealed Galvanized 
TAILERS, F.O0.B. PITTSBURGH: No. 6 to 9 gage....... $3.00 $3.45 
Screen Wire Cloth.—Black No. 12 No. 10 3.50 
mesh, $1.85 per 100 sq. ft.; opal, No. No. 3.55 
12 mesh, $2.10; bronze, No. 14 mesh, No. 3.65 
$6.75. No. 3.80 
Screen Doors.—2 ft. 8 in. x 6 8 No. 4.00 
in., No. 241, $18 per doz. ; ; No. 288, he No. 4.30 
No. 457-G12, $22; No. 315-B14, $42. No. ° 4.55 
Screen Windows.— Wooden frame, Barbed wire (per 80-rod spool): 
extension, 12-33, $3.30 per doz.; 15-33, a nr $2.97 
$3.85; 18-33, $4.40; 24-33, $5.10. ee CE Po wien ewan ness aecw ss 3.18 
Hardware Cloth.—24 in. x 48 in., ee EE cous Seuneds+<04csu0s00 3.43 
No. 2, $4 per 100 sq. ft.; No. 3, $4.30: DAE MEE in dae ences sees seb dee 3.17 
No. 4, $4.65; No. 6, $5; No. 8, $5.50. 2-point cattle (special).......... 2.25 
Poultry Netting.—Galvanized after Field Woven Wire Fence (per 100 
weaving, 50 and 10 per cent off list. rods): 





GTrAE “ese cccacnets cedavecreeRvee $39.80 
BRET)  occcvccccccccesscrccessses 55.80 
TEOEE. i nivocvecce¢vdeteoeuetanes 27.70 
TEED pescnsvasatdvensédeecverens 37.00 
er Stor 35.80 
Or. erty rn eee 49.20 
ney and rabbit (No. 14% Sage): 
TO. FOES  sctbdidvevesscecvetares 
No. 1948 (oGt keseaasnaswetenwnns 44.00 
PE: OURS. ab s0cus ar oteoas Grantees 49.50 


emeter mesh: 
No. te chucsusuae spaeeannepe tes $37.00 
No. ha i 
No. 
No. 

Steel Fence Posts: 


Galvanized Painted 
Tubular Angle Steel 





B Sree rt oere | ore 
i Se, Se 55c. each 38c. each 
al. Ree 65c.each 40c. each 
Ta 2 Seatasoedsceuwetes es 45c. each 
Bright nails, base, per keg, $3. 





Cleveland Retail Hardware Trade 


Shows Improvement 


(Cleveland office of HARDWARE AGE) 

CLEVELAND, April 3.—Hardware business showed more life dur- 
ing the latter part of March than in the first half and jobbers report 
that the month ended with a slightly better volume of business than 
in March last year. With the arrival of open weather all spring 
lines are more active. Steel goods are moving particularly well and 
retailers’ sales will be stimulated this year by the increasing inter- 
est in home flower gardening. Poultry supplies, including brooders, 
chicken feeders and other accessories, are in good demand. Auto- 
moble tires and tubes are moving better than recently. Fishing 
tackle is active. 

The market has a firm tone, although there are not many price 
changes. Manila rope has advanced 2c. per pound. Prices for the 
season are out on binder twine, these being 1214c. per bale higher 
than last year. White lead has advanced another 14c. per pound. 
The steady advance in copper has caused a further 10 per cent ad- 
vance on brass valves and cocks and a 11 per cent advance 6n fuse 
plugs, which have been marked up $3 per thousand. 

Business with retailers while spotty shows an improvement. 





AUTOMOBILE TIRES AND TUBES. between 5 Ib. and 8 lb. balls. Five 
per cent discount if paid by June 1. 


—Stimulated by the spring demand F. O. B. factory, Chicago and Au- 
tires and tubes are now moving fairly burn, N. Y., 114c. per bale less than 


well. Dealers look for a big season. above prices. 
JOBBERS’ QUOTATIONS TO RE- BOLTS AND NUTS.—These are mov- 


TAILERS, F.O.B. CLEVELAND: ing considerably better than a few 
PA Ma Rs myo ge ov oy ae. weeks ago. Prices are firm. 
x rty cord, $4.85; Mans- f 
field heavy duty oversize, $6.50; Lib- JOBBERS’ QUOTATIONS TO RE- 
erty, 32 x 4, $9.50; Mansfield heavy TAILERS, F.O.B. CLEVELAND: 
duty, 32 x 4, $11.50; Mansfield double Machine and carriage bolts, cut 
service, 29 x 4.50, $13.25; 32 x 6.50, thread, hot pressed and cold punched 
27.50. Tubes.—30 x 3%, Mansfield, nuts and lag screws, less than case 
$1.30 each; 29 x 4.40, Mansfield, $1.50 lots, 60 per cent off list; bolts with 
each; 30 x 3% Liber rty, $1.05 each; rolled thread % in. x 6 in. and 
Fy x 4.40 Liberty, $1.29 each; 32 x smaller, 60 and 10 per cent off list; 
.50, $2.70 each. additional discount of 10 per cent is 


en ee full case lots of one va, 
—Prj Stove ts, 75 and 10 per cent o 
BINDER TWINE.—Prices are out on list; semi-finished nuts in bulk, 60 


binder twine for the coming season and per cent off list; 54 per cent for 
are 12%c. per bale higher than last packages. 
year. Jobbers have taken considerable | FERTILIZERS.—These are still in 
business subject to prices. very good demand. Early sales were 
JOBBERS’ QUOTATIONS TO RE- heavy. 
TAILERS, F.O.B. CLEVELAND: JOBBERS’ QUOTATIONS TO RE- 
Standard binder twine, $5.73% per TAILERS, F.O.B. CLEVELAND: 








50 Ib. bale; white sisal $5.73% per ~. : +o fertilizer, 100 Ib. bag, 
bale; second quality standard, $5.36%4 $5; 50 Ib. bag, $3; 25 Ib. bi bag, ¥ 75; 
per bale; fine, 600 ft. lengths, $6.73% 10 Ib. a 85c.; 5 Ib. bag, 50c.; d. 
per bale; extra fine, 650 ft. lengths, can, 25c. Above prices igbiek to 
$7.30 per bale. No difference in price 33% per cent discount. 


Reading matter continued on page 84 


GLASS BAKING WARE.—Orders are 
not very heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Casseroles.—Round or oval, 1 at. 
$1; 1% qt., $1.17; 2 qt., $1.33; square 
$1.17; casseroles with fancy covers, 
35¢. higher, 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

Bread Pans.—No. 212, 60c.; No. 214, 


$1. 
Utility Dishes.—No. 231, 67c.; No. 
232, $1.17. 
Teapots.—2 cups, $1.67; 4 cups, $2; 
6 cups, 33. 
LANTERNS.—The demand is_ very 
slow. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Victor hot blast lanterns, $8.50 per 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13.25 per doz.; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 
LAWN HOSE.—tThis is between sea- 
sons in hose buying, as all the early 
orders were placed some time ago. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

2-braid molded uncoupled hose, % 
in., 6%c. per foot; % in., 7c. per ft.; 
% in., 8%c. per ft.; coupled hose is 
%c. per ft. higher. 

LAWN ROLLERS.—A very good sea- 
sonal demand for these has developed. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CLEVELAND: 

No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; No. 5, 18 x 24 in., 
with ball bearings, $12.75 each; No. 

7, 24 x 24 in., with ball bearings, 
$14.50 each. 


NAILS AND WIRE.—Retailers are 


buying nails much more freely than 


for some time in anticipation of their 


spring trade. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Nails.—Factory shipment, car lots, 
$2.75 per keg; less than car lots for 
factory and stock shipment, $2.95 per 
keg; other products for stock ship- 
ment, No. 9 galvanized wire, $3.40 
per 100 lb.; No. 9 annealed wire 
$2.95 per 100 Ib.; polished fence 
staples, $3.40 per 100 Ib.; Ivanized 
fence egies. 3.65 per 100 lb.; coated 
nails, $2.85 per keg. 

Barbed Wire.—Lyman, 4-point cat- 
tle wire, $3.17 per 80-rod spool; hog 
wire, $3.43 per 80-rod spool. 
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Says the Brainy Merchant 


“We Handle the Sprinkler 














on which the Public is 


Not unknown brands on which we must sell the Public” 





STANDARD 
Rain King,#3* 


(Denver and West, $3.75) 
Biggest selling Sprinkler on the 
market. Two brass nozzles ad- 
justed by thumbscrews to form 
anything from fine mist to soak- 
ing downpour. Set-wheel adjusts 
arm to rotate in pressureless 
bronze bearings, watering any 
sized circles from 5 ft. to 50 ft.; 
orto remain stationary, watering 
odd spaces, orlong orshort strips. 
Ideal for average sized lawn. 








Only Nozzle that Ben It 
—The Rain King 


Throws any stream from a Solid 
stream, to misty Spray, to com- 
plete Shut-Off, bya quarter-turn. 
Nothing to get out of order. 
Wear-proof and leak-proof. 
Fully guaranteed. Throws more 
water farther than any other 
nozzie of its same size. Solid 
Brass, $1.50. 








Rain King Snap-On 
Hose Coupler 


mom aoe 


—snap a hose to 

faucet,sprinkler, 

nozzle or hose 
section in an instant! Saves 
twisting, screwing, and kinking 
hose. "Easily disconnected— 
but won't come apart or leak. 
34"" size, 60c; 1” size, 80c. 





Rain King Has a 5-Year 
Head Start! 


Rain King is the only Sprinkler for which an 
active, on-coming, ever-increasing demand 
has been let loose by 5 years of big-gauged 
national advertising. 

You know it’s a fact, and you know that 
Rain King is the Sprinkler most people will 
soon be out asking for. 

Will they get it from you—and will you 
write them to come for it? 

Just do this and you’ll sell circles around 
the fellow who tries to push the unknown 
brands against public preference. 


Look at This: 


1 Rain King combines all sprinkling 
e actions in One sprinkler—revolving or 
stationary—any speed, direction, spray, 
or solid streams. 
2 The only Sprinkler with patented no- 
e leak, self-adjusting bearings free from 
all water-pressure, hence non-wearing. 
3 Fifty-one Big Daily Newspapers be- 
e sides the magazines radiating in all 
directions and telling America why 
Rain King is in a class by itself. 
4 A brand new Sales Plan for dealers that 
e carries a real wallop and includes ALL 
your Lawn and Garden tools right along 
with your Rain King Sprinklers. 


Decide on this winning program right here 
and now—write us for our proposition and 
plan—and you'll be all set for the fastest 
action your Lawn and Garden Tool Dept. 
has ever kept step with. Just write on your 
Jetterhead—“‘Send us your Garden Plan”— 
and we'll have it inyourhands byreturn mail. 


Manufactured and Guaranteed by 
CHICAGO FLEXIBLE SHAFT COMPANY 
39 Years Making Quality Products 
5600 W. Roosevelt Road Chicago 


Sold— 





New MAJESTIC 
Rain King 
Raised Sprinkler Top 
Bird Bath Base 


A new and sensationally popular idea in 
Sprinklers. Same adjustable action as 
Standard Rain King, yetstandshighenough 
to throw spray well out over tops of flowers 
and vegetable plants; Bird Bath Base at- 
tracts feathered songsters. 15 in. high, $5; 
24 in. high, $6. (Denver and West, $5. 50 
and $6.50.) Big profits in this. 














1,000 gals. 


Mammoth |] per hour 

. ° capacity 

Rain King Sprinkles 
6,000 sq. ft. 


at once 


Specially*designed for golf courses, large 
estates and parks. Connections, uprights, 
arms and nozzles are all over-size and will 
throw more water over a larger surface and 
distribute it more evenly than any other 
sprinkler. Base is new roller type—glides 
lightly over the turf so sprinkler can be 
moved ez asily while in operation. Bearings 
all over-sized finest, non-wearing, non- 
corrosive bronze. Mammoth Rain King 
can be set revolving or stationary ard will 
cover areas up to 6,000 sq. ft. Operates 
on any pressure from 5 lbs. up. It will dis- 
charge over 1,000 gallons of water per 
hour on 45 Ibs. pressure; $17.50. 








—— 





1. Revolving spray 





4. Stationary, long reach 





Rain Ki 


Jbe BEST SPRINKLERS MADE 


n 


& 











4. Two streams one way 














a4 
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OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Both lines are in 
good demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Perfection oil stoves, white porce- 


lain wire built-in ovens, No. 339 
6 Superfex burne $140; No. 


Puritan oil ranges, white porcelain 
with built- 2. ovens, No. 249, 22; 
stoves, No. 4 burner, $29.50; No. 
43, 3 Gaeee” $23.25; No. 42, $18. 
Anny ressure white porcelain 
Ve No. 759, 

No. 4, 4 burner, $38; 
3, $33; No. 708, 3 - a? * 

Perfection 211 

ee. 211G. 


42.505 


Seam, 
burner, plain door 
glass door, $2.75; No. 1226, 2 burner, 

owingns door, $6.20. Puritan, 

o. 42G, 2 burner, glass drop door, 
$5.50; a. 42, steel drop 


PAINTERS’ SUPPLIES.—Another ad- 
vance of %c. per Ib. has been made on 
white lead. Turpentine has also ad- 
vanced. Business is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Mixed paints, first quality, $2.60 
per gal. for colors and $2.75 to $2.80 


for whi 
gay pontine, in barrels, 75%c. al 
90%c. per gal. 


less than bbl., 
we oil, in bbis., <4 per gal.; 
less than bbl., $1.03% pe 
White lead . 100 + ‘se, 13%c. 
per Ib.; in 50 and * Ib. kegs, 13%c. 
pe b.; in 12% lb. kegs, 144%c. per 
b 


Ib. 
~ Quantity discounts, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 
Enameling lacquers, $1.20 to $1.65 
per qt. 
POULTRY NETTING AND WIRE 
CLOTH.—These are still moving well. 
Little shading is reported in regular 
prices. While advances in copper 
prices have caused manufacturers to 
mark up bronze wire cloth slightly, 


2 burner, 


JOBBERS’ al on Ad RE- 
TAILERS, F.O.B. CLEVE 

Poultry netting, cree a 
weaving, 50 and 10 per cent off list; 
galvanized before weaving, 50, 10 
and 10 per cent off list. 

Wire cloth, per 100 sq. ft., 12-mesh 
black, $1.95; 14 mesh, galvanized, 
$2.60; 14 mesh, bronze, $6. 10; 16 mesh 
bronze, $6.50. 


PRUNING SHEARS. — Orders for 
these are holding up well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Pexto shears, No. 85, $21 per doz.: 
No. 50, $6.50 per doz.; No. 5, $3.85 per 
doz.; No. 505. .50 per doz.; No. 140 
rose shears, $4.80 per doz.; Wiss 
shears, No. 109, $28 per doz 
PREPARED ROOFING.—Heavy ship- 
ments are now being made against or- 
ders placed some time ago when prices 
were reduced. There is no change in 
prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Popular grades, light, 80c. per roll; 





medium, $1.05 per roll; heavy, $1.18 
per roll; slate surface roofing, $1.72 
per roll. 


RADIO EQUIPMENT. — Tubes are 
rather quiet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Tubes, CX No. 112A, $2. 50; CX No. 
CX No. 327, $8; ‘CX No. 
CX No. 371A, $2.50, 
Dealers’ discount from these prices. 
35 per cent. 


ROLLER SKATES.—These are in fair 
demand for quick shipment. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
ball 


Union Hardware Co. skates, 
bearing, Nos. 4 and 5, $1.42 per pair; 
No. 6, $1.50 per pair; No. 3 plain, 
75e. per pair 





ir. 
Chicago roller skates, No. 181, $2.65 


jobbers have not changed their prices. 


per poitk ie. 183, $2.75 per ir; N 
185, $2.75 per pair; No. 101, $1.33 per 
pair; nd A03 and 105, $1. 37 per pair 


ROPE.—Manila rope has advanced 2c. 
per lb. and there is talk of another ad- 
vance. The demand is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 


Best grade manila rope at 22 
per lb. for factory shipment and 23c 
per lb. for stock shipment; sisal rope 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 

SASH WEIGHTS.—Orders are numer- 
ous but not for large lots. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Sash weights, “ as ton; for mill 
shipment, $34 per ton 
SHEETS.—tThere is a fair amount of 
seasonal activity in galvanized sheets. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 


24-gage galvanized sheets, $4.50 per 
100 ib. ” . - 


c. 


STOVE BOARDS.—tThese are selling 
fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Wood lined crystal stove boards, 
24 in. sq., gg r doz.; 26 in. sq., 
_ _ r doz.; in. sq., $16. 10 — 
30 in. sq., $18. a? er doz.; 36 i 
a ""$26.10 per ae - x 30 in., $13 
per doz.; ‘ bn x 30 in., 518 70 per doz.; 
24 x 36 $17.40 per doz.; 30 x 38 
in., $22. 30% per doz.; paper lined, 18 in. 
sq., $5.75 per doz.; 24 in. sq., per 


doz.; 30 in. ot, ofl? per dg =e x 24 

in., $6.70 pe x in., 39. 75 

per doz.; 50 = FA in., $13. ie per doz. 
VALVES.—The advancing price of 


copper has resulted in another advance 
of 10 per cent on brass valves and 
cocks. Iron body valves have been 
marked up 5 per cent. 








Second Quarter Activity Very Promising in 


New York—All Copper Goods Advance 


NEw York, April 2.—The second quarter has started off with a 
very active hardware market in this territory. Local jobbers enthu- 
siastically report that garden tools and kindred spring merchandise 
are moving in good volume and that on most items in this line prices 
are being fairly well maintained. Collections continue to be only fair 
on the average, but it is expected that with continued warmer 
weather retail business will improve and that better collections will 
be reflected from a more active consumer market. 

As far as the hardware trade is concerned there has been no re- 
action from the recent hectic Wall Street activities, and in view of 
the fact that spring hardware comes under the necessities group it is 


not likely that an adverse reaction 


The majority of local jobbers are following the advances made by 
manufacturers on products made from copper. 
ing at 24 cents per lb., an advance of 8 cents over the price of 16 
cents per lb. in effect last November. 


10-per cent advance on such goods as soldering coppers, rivets, burrs, 
plumbing supplies, etc. The recent advance of 25 cents per 100 sq. 
ft. on bronze and copper wire cloth has been followed by jobbers 
with the expectation that further advances may be expected at an 
early date. 
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will be felt. 
Copper is now sell- 


Several jobbers have made a 





BATTERIES.—Ignition types are mov- 
ing actively, with prices on the full 
line very firm. Radio batteries have a 
steady call. Local wholesale stocks ap- 
pear satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 
Dry cells, No. 6, ignition type, 

32%c.; No. 7111, same type, 35%%4c. 


each. 
Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 
B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 


$1.22 each; in units of 5, $1.14 each; 
No. 763 -05; in units of 5, $0.97 
each; No. 772 (vertical type), $2.06 


each; in units of 5, $1.92 each; heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each; in 
units of 5, $2.97 each. 


BOLTS AND NUTS.—Previous to Jan. 
1 there were rumors of an advance on 
this line. During the month of Janu- 
ary the changes did not materialize and 
the rumor died down. In the past ten 
days the rumor of higher prices again 
is heard but at press time we are un- 
able to obtain confirmation or denial. 
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Selling this SPECIAL Set for Light Doors 


) ie Unnecessary Expense N 





You Will Make Friends Thru Saving 





Inside Installation of No. 40 “EZ” Fixtures 


The fellow who builds a frame garage 
with light, single thickness doors dislikes 
having to buy hardware for the doors 
that is unnecessarily costly and heavy. 
He is looking for light, inexpensive, yet 
well made hardware that will operate as 
satisfactorily on his doors as the heavier 
equipment. 


FrantZ No. 40 “EZ” Special Garage Door 


Fixtures were designed to meet the 
demands of this type of customer for you. 
Every time you sell this set you are 
assured not only of making a friend 
through the saving you can point out to 
him but also through the satisfactor 
service which all FrantZ Builders’ Hard. 
ware is guaranteed to give. Write for 
details and prices on No. 40 “EZ” Special 
Fixtures today! Dept. No. H-829 


FRANTZ MANUFACTURING COMPANY 
STERLING, ILLINOIS 


Parts of a No. 40 “EZ” Garage Door Set 





-_ 
_ 








| 





—— 


No 25°50 Fiber Carton 





No Hardware is Genuine FRANTZ 





QUALITY Without the Red Label 
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Current volume is considered normal 
and stocks are adequate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 

50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 
list. 

Coach screws, 55 off list. Case 
lots, 60 per cent off list. Step bolts, 
50 per cent off list. 

CLOCKS.—It is reported that some 
cheaper grades of alarm clocks have 
been advanced slightly, but no definite 
word was available at press time. 
Prices on items shown here are un- 
changed and the demand appears fairly 
good. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; ~ Hur, $1.76; same lumi- 
nous, $2.4 

Blue Bira luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous. dial, $2.10; 
American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 

COPPER GOODS.—All products made 
from copper have been advanced or are 
being advanced as we go to press. 
Many local jobbers announce an aver- 
age advance of 10 per cent on miscel- 
laneous copper goods such as tacks, 
rivets, burrs, soldering coppers, etc., 
with the warning that further advances 
are likely if the copper market con- 
tinues strong, and there is every reason 
at the present time to believe it will 
continue strong. Bronze and copper 
wire cloth as noted elsewhere in this 
report has been advanced 25c. per 100 
sq. ft. and may advance further due 
to the rising costs of copper. 


FLASHLIGHTS. — Spring trade has 
been good and is expected to increase. 
Prices remain unchanged and local job- 
bers’ stocks appear ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10; 
No. 2672, $2.08; No. 2674, $2.08; No. 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2.73: No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 

Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNIT CELLS.—Very 
active replacement trade _ reported. 
Prices are firm and not expected to 
change. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Eveready Flashlight unit cells, No. 
703, 1914c.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13c.; No. 
761, 19%4c.; No. 950, 6%4c.; No. 935, 
6l4c.; No. 409, 3244c.; No. 705, 19%4c.; 
No, 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


NAILS.— Prices appear to be well 
maintained, with demand normal. 
Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Common wire nails, bright, 4d, 
$4.35 per keg; 6d, $4 per keg; 8d, 
$3.95 per keg; 16d, $3.85 per keg; 
20d, $3.75 per keg; common. wire 
nails, galvanized, 4d, $6.85 per keg; 
6d, $6.60 per keg; 8d, $6.45 per keg, 
and 10d, $6.35 per keg. 

Wire box nails, smooth, 4d, $4.55 
per keg; 6d, $4.20 per keg, and 8d, 
$4.05 per keg. Wire. finished. nails, 


bright, 4d, $5.05 per keg; 6d, $4.45 
per keg; 8d, $4.20 per keg, and 10d, 
$4.10 per keg. Wire finishing nails, 
galvanized, 4d, $7.55 per keg; 6d, $6.95 
per keg; 8d, $6.70 per keg, and 10d, 
$6.60 per keg. 


ROLLER SKATES.—The warmer 
weather has stimulated a very active 
market for skates, with prices as shown 
being maintained. Stocks are fairly 
good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys, with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates acgessories: Keys, 
2'%4c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. 
per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD.— Prices are considered 
firm. Demand is moderate and stocks 
are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Sash cord, Sampson Spot, No. 8, 
65c. to 674%4c.; Aetna, No. 8, 29%c. to 
33%c.; Phoenix, No. 8, 40c. to 4l1c.; 
Sachem, No. 8, 38c. 

No. 7 is ic. higher, and No. 6 is 
3c. higher on all brands. 


SCREWS. — Normal demand, with 
prices firm. Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
45-10-10; round head blue, 40-10-10; 
round head, iron, nickel plated, 27%4- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 3214-10-10; round 
head, brass, 2714-10-10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-74% per cent discount. 


SPRING GOODS.—Retail demand has 
started and jobbers are expecting some 
replacement business to start at early 
date. Prices generally are expected to 
continue without change. The warmer 
weather has been a great stimulant to 
this line. Jobbers’ stocks are averaging 
light but will be replenished as neces- 
sary. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%4c. each. 

Packed 6 in a bundle. 


Garden Hoes 


Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
814%4c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%c. each. 

Garden hoes are packed 12 in a 
bundle. 


Reading matter continued on page 88 











Warren type hoes, 98%c. each. 
Scuffle type hoes, 8lc. to 92c. each. 


Garden Hose 


% in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22— Tempered § steel blade. 
Bronzed on top side, 18c. each. 

No. 12—English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35— Tempered steel blade. 
Rubber back and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33 — Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and _ polished blade, 
42%4c. 

No. 438—Offset pattern with green 
painted blade, 33%c, each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle, 
44c. each. 


Hay Forks 


Strapped ferrule, selected ash han- 
dies, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, a 4 each, and with 6 ft. 
bent handle, $1:39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles with 
grips. Tempered steel blades, 6% 
in., $1.83 each; 7% in., $2.00; 8 in., 
$2.17; 9 in., $2.33; 10 in., $2.67. 

‘Ash handles with riveted tangs, 
fastened with bolt, 6% in., plain, 
90c.; 7 in., notched, $1.30; 8 in., 
notched, $1.40; 9 in., notched, $1.50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
6-12% in. tines, $1.8914 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.57%4 
each. Same with 5-12% in. tines, 
$1.891%4 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 9644c. each. 

These are packed 12 in a bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 
ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each; 
24 in. diameter, 32 in. length, $16.50 


each. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50%4c. each; with 16 teeth, 
54144c. each. 

Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth, 
Tic. each; 14 teeth, polished, 831%%4c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.01% each. 

Rakes packed 6 in a bundle. 
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in mass production 
at one price 


ODAY—one year after we announced 

a complete re-organization involving a 
radical change in policy, product and per- 
sonnel—we are happy with the results ob- 
tained for our dealers and ourselves. 


And now we present with greater confidence 
the 1929 line, greatly improved in design and 
construction which will insure even greater 
success for Favorite distributors. 


One look and you will understand why these 
new Favorites have contributed so substan- 
tially to unprecedented sales volume. You 
will see charming colors—that have so en- 
hanced interior decoration and changed the 
buying habits of a nation—step in to beautify 
the kitchen. 


Rich old ivories, springtime greens, soft rest- 
ful greys, and pure whites, with smart, spark- 
ling decorations that enliven these beautiful 
ranges by Favorite. These colors, selected by 
artists, are fused into the finest porcelain that 


ever covered a range—presenting such un- 
usual appeal as to cause the 1928 sales of 
Favorite Ranges to increase 50%. 


More people are buying Favorites than ever before. 
More dealers are discarding obsolete lines to realize 
greater sales and profits on Favorites. Not one day 
in the past six months have Favorite production facil- 
ities been idle. New sales records have been estab- 
lished, culminating, in October with the greatest 
volume since the peak of war time demand. In this 
success, Favorite is realizing the reward of eighty 
years devotion to the production of better ranges and 
to its regard for appearance, style and convenience of 
ranges and to a clearly defined, acceptable policy of 
dealing with its friends. 


The 1929 line of Favorite Gas Ranges comprises only 
five models consisting of exactly ten ranges. This 
limited line is now in mass production. Better facil- 
ities and methods insure finer results—lower prices— 
better ranges—smaller stock—less inventory—greater 
profit. 

We cordially invite you to write for complete informa- 
tion and an outline of our present distribution in your 
community where we look for even greater returns in 
1929. 


The Favorite STOVE & RANGE Co. 
PIQUA, OHIO 
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Meeting 


Chain Store 


and 


Mail Order 


Competition 


By FAYETTE R. PLUMB 


President, Fayette R. Plumb, Inc., Philadephia 


The following ‘article, contributed by Mr. 

Plumb, gives his viewpoint on several subjects 

under discussion by the trade at this time.—The 
Editors 


houses, and the increased effort which these con- 

cerns are putting back of their hardware depart- 
ments, must have a far-reaching effect on the hardware 
industry. 

In our belief those manufacturers who have adopted 
a policy of loyalty to the hardware jobber and to the 
hardware dealer, cannot stop with merely refusing to 
sell to the mail order houses and chain stores; they must 
actively support the retail hardware merchant by giving 
him the means of meeting competition that will become 
more intense with each passing month. 

This competition cannot be met on a price basis! 

How, then, may it be met? 

Let us analyze the situation: 

In the first place the manufacturer of standard ad- 
vertised merchandise can protect the retailer by refusing 
to sell to the mail order houses or to the chain stores. 
That is the policy which we are pursuing. 

In the second place, the manufacturer can furnish the 
retailer with a means of overcoming competition based 
on price alone. 


"Tos rapid growth of chain stores and mail order 


Ox analyzing the situation we found—and actual tests 
in retail stores proved—that the retailer can use low- 
priced tools as a means of selling higher-priced tools. 
On comparison of grades the consumer in most cases can 
be induced to invest 25c., 50c. or $1.00 more in the 
tool than he would have spent if he had not had the op- 
portunity of making comparison of grades and values. 
We have, therefore, made up an assortment of nail 
hammers which we term a trading-up unit. This assort- 
ment contains hammers to retail at 75c., $1.00, $1.50 
and $2.00. One of each of these grades is mounted on 
a “silent salesman” display rack, so that the consumer 
can see and compare them, almost at a glance. An il- 
lustration of this display rack is shown on this page. 





Trading unit referred to in this article 


What happens? Experience shows that, just as he 
has done from the beginning, the average customer comes 
in and asks for “a hammer.” He does not know exactly 
what he wants or what he ought to pay, unless he is a 
mechanic. If the salesman shows this customer a cheap 
hammer, the customer in most cases will be entirely 
satisfied. But if the salesman shows the customer a 
cheap hammer and, at the same time, shows him ham- 
mers of better appearance, better finish and better value, 
the customer in most cases will buy a better grade. 

This is “trading up,” and inducing the consumer to 
“trade up,” in our judgment, is the way for the retailer 
to beat, not simply meet, chain competition. The hard- 
ware retailer is looked upon by the consumer as a spe- 
cialist with expert knowledge of his merchandise. And 
the consumer, in most cases, relies on the retailer’s judg- 
ment. 


FurrHermore. the retailer can increase the value 
of his customer’s purchase by fitting it to his needs. His 
acquaintanceship enables him to find out the purpose for 
which a purchase is intended. His expert knowledge 
will enable him to select the article that will give his cus- 
tomer the most lasting satisfaction. Knowledge accumu- 
lated from such contacts will fit him to be a real pur- 
chasing agent for his community. He will shift the 
competition from one of price tags and outward ap- 
pearance, where he is at a disadvantage, to a basis of 
real value, where he has the advantage in demonstrat- 
ing actual service and lasting satisfaction. 

The retailer obviously has a further advantage in 
that he sells a standard, nationally-advertised merchan- 
dise, whereas the chain brand is an unknown quantity. 

Furthermore, the farsighted retailer will look into 
the sales policies of the manufacturers whose products 
he sells. He will instruct his salesmen to push the sale 
of merchandise which the mail order houses and chain 
stores cannot supply. 

We believe the future of many hardware manufactur- 
ers depends entirely on the attitude they take now re- 

(Continued on page 110) 
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IRRITATION EXASPERATION PROFANITY 
—ALL ON ACCOUNT OF TANGLED LOCK WASHERS 












Pat. Jan. 3, 1928 
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—But here is a new lock washer 
that does not tangle 


pay their entire cost. Kantlinksarereplacingthe 
old-fashioned type of lock washers everywhere. 
Specify Kantlinks when you re-order lock 





ESE new patented Kantlink spring lock 
washers are a great improvement over any 
lock washers ever before manufactured. 






Kantlinks do not tangle, do not rust, and 
have greater holding power. All service sta- 
tions and garages should use them. Many car 


washers from your jobber; then tell your cus- 
tomers about thera. Everybody will agree that 
no one should buy lock washers that tangle 






when he can get better ones that don’t. 
More information will be sent to you by 
any one of the manufacturers listed below. 


owners will soon know their advantages. Lead- 
ing manufacturers have adopted Kantlinks ex- 
clusively because they often savetime enough to 















Made and sold under license 
by the Kantlink Manufacturers: 


The Mansfield Lock Washer Co. 
Mansfield, Ohio 


The Reliance Manufacturing Co. 
Massillon, Ohio 









The National Lock Washer Co. 
Newark, New Jersey 


The American Nut & Bolt Fastener Co. 
Pittsburgh, Pennsylvania 


The Positive Lock Washer Co. 


SPRING LOCK WASHERS 


AN] LIN DO NOT TANGLE DO NOTRUST 


THEY PAY THEIR ENTIRE COST IN TIME SAVED~ SOMETIMES EVEN MORE 
a eR Se ARIE 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have heen copied, the rest will be.” 


“Some of them 











She—“Now what are you stopping 
for?” 

He (as car comes to halt)—“I’ve 
lost my bearings.” 

She—“Well, at least you are original. 
Most fellows run out of gas.” 





Usher (to cold, dignified lady)— 
“Are you a friend of the groom?” 

The Lady—“No, indeed! I am the 
bride’s mother.” 





Professor—“Can you give me an 
example of a commercial appliance 
used in ancient times ?” 

Student—“‘Yes, sir, the loose leaf sys- 
tem used in the Garden of Eden.” 





An Irishman in New York started 
what promised to be a large family. A 
baby came every year for four years 
and then no more. A friend said one 
day, ‘Pat, why is it your wife presents 
you with no more kiddies ?” 

“I don’t want any more,” says Pat, 
“they say that every fifth baby in New 
York is a Jew.” 


Pedestrian: Why did you give me 
that ugly look? I’m not trespassing, 
am I? 

Farmer: No, and you certainly have 





an ugly look, but I didn’t give it to | 


} 
you. | 


Jane: I want a shorter skirt than the 
one you showed me. 

Clerk: That is the shortest we have. | 
Have you tried the collar department ? 

Diner: Waiter, is this my steak, n 
is the plate dirty? | 








Si—I hear you're giving up terbaccy, | 
Ezra. 
Ezra—Well, Si, I’m sorta taperin’ off | 
like; I don’t swaller the juice no more. | 


| [—’ 


“One of our little pigs was sick, so 
I gave him some sugar.” 

“Sugar—what for ?” 

“For medicine, of course. Haven't 
you heard of sugar-cured hams?” 





Lost Balloonist: Ahoy, where am I? 
Farmer: Heh, heh, you can’t fool me, 
by gum. Yer right up there in that 
little basket . . . Giddap, Susie —Ghost. 





Mrs. Blinkers: “What is a finishing 
school, Ed?” 

Mr. Blinkers: “It’s a place where 
girls who have any lingering respect 
for their parents go to have it removed.” 





Aviation Student: “What happens, 
sir, if the parachute fails to open?” 

Tough Sergeant: “You come back, 
sonny, and I'l! give you another one.” 





The gum-chewing girl 

And the cud-chewing cow 
Are somewhat alike, 

But different somehow, 
What difference? 

Oh, yes, I see it now, 
It’s the thoughtful 

Look on the face of the cow! 





Judge—“Your wife says you have 
her terrorized.” 
Prisoner—“Honestly, your 


Judge—“I am not asking this in my 


official capacity, but as man to man, | 


how do you do it ?”—Selected. 





I eat my peas with honey, 
I’ve done it all my life; 

It makes the peas taste funny, 
But it keeps them on my knife. 





honor, | 





“Has your brother come home from | 


college yet ?” 
“T guess so, or else the car’s been 
stolen.” 


Under a spreading chestnut tree 
A stubborn auto stands; 
The smith an angry man is he, 
With trouble on his hands, 
The carburetor seems to be 
The cause of all his woe; 
He tightens half a dozen bolts, 
But still it doesn’t go. 
He sits beside the road to give 
His brain a chance to cool 
He ponders on his training 
In the correspondence school. 
And then he starts his job once more, 
And just by chance ’tis seen, 
The cause of all his trouble is 
He’s out of gasoline. 





Auntie: “When I was your age I 
never went anywhere with a boy.” 

Dora: “Gee, Auntie, you’re just what 
these cheap skates are looking for.” 





“Will you join me in a bowl of 
soup ?” 

“Do you think there’d be room for 
both of us?” 


“My little man, you musn’t say, “I 
ain't goin’, You must say, “I am not 
going,’ ‘He is not going,’ ‘We are not 
going,’ ‘They are not going.’ ” 

Tommy: “Ain’t nobody goin’ ?” 





“Where'd you get that eye?” 

“You know that pretty little woman 
we said was a widow?” 

“Vea 

“Well, she isn’t.” 





The codfish lays a million eggs, 
And the helpful hen lays one, 
But the codfish doesn’t cackle, 
To tell us what she’s done, 
And so we scorn the codfish coy, 
And the helpful hen we prize, 
Which indicates to you and me, 
It pays to advertise, 
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Ways To Prorir.. 
- from 


Monel Metal. Cooperation 











F YOU have seen Monel Metal color advertising in 

The Saturday Evening Post and Good Housekeeping, 
you know that the present trend toward Monel Metal 
presents an opportunity for greater sales. 

The public is being educated to buy quality mer- 
chandise—it is being told that Monel Metal means 
quality...more beauty, longer life, greater value. 

In order that you may “cash in” on the trend toward 
Monel Metal, we suggest that: 





- You send us the names of manufacturers 

from whom you buy home equipment; 
that is, products such as kitchen cabinets, 
tables, washing machines, ranges, hard- 
ware, etc., which you believe would be 
better—easierto sell—if made ortrimmed 


\ with Monel Metal. 











You send us the names of your cus- 
tomers to whom more information 
about Monel Metal should be sent to 
help you in your own sales effort. 


You write us for a copy of our new book 
—“Monel Metal Enters the Home”’— 
which outlines our plans for making 
Monel Metal the preferred material in 
millions of American homes. Write for 





Monel Metal advertising in color reaches , ‘ 
approximately 5,000,000 prospective this book now, stating what type of 
The or ae at tong ewe ¥ products you are handling. 
Good Housekeeping. 








i ve 





Monel Metal is = technically controlled rag ey albnon Aog foe —hy Nickel cr snag woe It is mined, smelted, refined, rolled 
and marketed solely by The International Nickel Company, **Monel Metal’’ is « registered trade mark. 





MONEL 
/ METAL \\tHE INTERNATIONAL NICKEL COMPANY, INC., 67 WALL STREET, NEW YORK, N. Y. 
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Clauss Cabinets that 


Are Sales Makers 





This attractive oak finished cabinet is but 
one of several types furnished free with a 
minimum assortment of Clauss Gold Medal 
Cutlery. Thousands of dealers have found 
that Clauss cabinets sell the product they 
contain because it is attractively displayed. 
They also reduce required stock, eliminate 
mistakes and, all in all, are the dealer’s as- 
surance of bigger profits. 

Counter display sizes for mani- 

cure implements up to big 

Butcher Knife and Shear sizes 


are included in the complete line 
of Clauss display cabinets. 


Let Clauss Save You 
Money on Display Tables 


Of course you will want one or more of the 
new standard Cutlery Display Tables, com- 
pletely equipped with Clauss Gold Medal 
Cutlery; especially when you can buy it at a 
price that affords you a “double-your money” 
profit. Write at once for prices! Don’t lose 


a single day! 


The Clauss Shear Co. 


Fremont, Ohio 














3900500000660 660600600 
For Rapid Grinder Sales 






Made in 


4 sizes 


It ene 
Like Quickly 
Sixty 


PIKE HANDY ANDY 


For rapid sales and quick turnover this PIKE 
grinder excels any tool grinder in its price class. 


. Here are the features that make sales: Accu- 


rately machine-cut genuine helical gears that 
run with a smoothness found only in higher 
priced grinders. A genuine PIKE Vitrified 
Grinding Wheel that cuts as only a PIKE 
wheel can—fast, cool and so perfectly that 
home tool grinding is made pleasant and easy. 


Nicely finished with genuine auto body enamel. 
What dealer couldn’t sell a PIKE, when every 
product in the PIKE line is backed by over 
100 years’ experience and reputation? 


The PIKE Line includes: Sharpening Stones, 
Tool Grinders, Grinding Wheels, Razor 
Strops, Strop Dressing, Pike Lubricating Oil, 
etc., etc. 


If your Jobber cannot supply—write to us. 


Pike Manufacturing Co. 


PIKE Pike, New Hampshire, U. S. A. 


399000 995000 66 000066 
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CUTLERY 








MERCHANDISING IDEAS 


NEW ITEMS 








Empire Cutlery Co. Moves to 
654 Broadway, New York 


The Empire Cutlery Co., wholesale dis- 
tributor, has moved its salesroom from 
579 Broadway to 654 Broadway, New 
York, N. Y. In the new quarters the 
firm is located on the street floor and has 
about 3000 sq. ft. for display p&rposes. 





Display Gives $1,500 Stock Four 


Time Turnover a Year 


‘From three to four turnovers each year 
of a $1,500 cutlery stock is the record es- 
tablished by a California retail dealer. 

The concern does not use special sales 
to any great extent, using them only at 
intervals to move slow items. The basic 
reasons for the good sales records are 
given as follows: Consistent use of some 
window space devoted to cutlery; feature 
cutlery at holiday season; displaying the 
stock through the year and mentioning va- 
rious cutlery items in whatever newspaper 
advertising is used by the store. 

In a recent interview this dealer stated 
that he found cutlery items easy to dis- 
play, and attributed much of his success 
to the constant display of the merchandise. 





Kranish Bros., Inc., Appointed 
Mitchell Blade Distributor 


Kranish Bros., Inc., 10 W. 37th Street, 
New York, N. Y., has been appointed sole 
distributor in the United States of the 
“Mitchell” safety razor blade, manufac- 
tured by R. S. Mitchell, Ltd., Sheffield, 
England. 

This blade is made of crucible cast razor 
steel and is said to have many advan- 
tageous features. Kranish Bros., Inc., will 
carry an ample stock in New York at all 
times. 





A Barbers’ Shear Grinder 


A grinder designed especially for bar- 
bers’ shears is now being produced by 
Pike Mfg. Co., Pike, N. H. No. 22 Bevel- 
rite Grinder has the bevel guide and indi- 
cator found on other Bevelrite grinders. 
When the indicator is set, it is only neces- 
sary to follow instructions in order to se- 
cure the same kind and degree of bevel on 
both blades. 

With this tool every barber can grind 
his own shears. The grinding wheel on this 


electric furnace abrasive. The bevel edge 
of the wheel assures a slightly concave 
edge on the shears. This is not only a long 
lasting edge but also prevents the hair 
from slipping. 

Pike Bevelrite No. 22 is a gear-driven 
machine. It. is positive in action and de- 
signed to stand up under years of service. 
It can be used for grinding household scis- 
sors by changing the bevel indicator. 








With this grinder a barber can sharpen 
one pair of shears hundreds of times, and, 
after the first time, which establishes the 
bevel, only the merest touching up is neces- 
sary, says the manufacturer. 





June Bride Appeal Sells Cutlery 
for New Jersey Dealer 


It is none too early to bear in mind that 
the approaching June will bring the brides, 
who always bolster up the month’s cutlery 
sales. 

Down in New Brunswick, N. J., a dealer 
features carving sets, table cutlery and sim- 
ilar items which are highly acceptable to 
the June bride. He emphasizes this fact in 
his local newspaper advertising and direct 
mail circulars. 

This dealer has realized the advantage 
of planning seasonal sales appeals and 
through his efforts and ingenuity turns 





Robert N. Kastor Joins 
N. Y. Stock Exchange Firm 


Robert N. Kastor, of Adolph Kastor 
& Bros., Inc., 1239 Broadway, New York, 
N. Y., and the Camillus Cutlery Company, 
and Kastor Bros. & Co., Ltd., became a 
general partner of Messrs. Sartorius & 
Smith, of 61 Broadway, New York, N. Y., 
members of the New York Stock Ex- 
change, on April 1. 

Mr. Kastor has been identified with the 
cutlery business for the last 16 years. 
He will continue to remain a director of 
Adolph Kastor & Bros., Inc., the Camillus 
Cutlery Company, and Kastor Bros. & 
Co., Ltd., as well as a large stockholder. 
While his interest in the three firms will 
not be as active as it has been in the past, 
Mr. Kastor will be in New York City 
at all times, and will continue to give as 
much attention to his old affiliations as his 
duties elsewhere will permit. 

Mr. Kastor will at all times be glad 
to meet any of his many old friends, either 
at 1239 Broadway or at the offices of 
Sartorius & Smith at 61 Broadway. 


Wiss Issues New Catalog 


A ‘new catalog illustrating and describ- 
ing its many cutlery products is now being 
distributed to the trade by J. Wiss & Scns 
Co., 33 Littleton Avenue, Newark, N. J. 
This 84-page book covers shears and 
scissors, tinners’ snips, hedge shears, grass 
shears and pruning shears. 


How to Sharpen a Knife 


One of the leading cutlery manufactur- 
ers publishes in a catalog the following in- 
teresting and instructive information: 
“To sharpen a knife, use a good oil stone 
or whetting hone, one that is medium fine 
preferable. It is important to hold the 
blade at a slight angle to the face of the 
stone; at about a 20 deg. angle. Keep in 
mind that a slight bevel along the cutting 
edge should be produced. 

“The operation of the sharpening should 
be to draw the blade against the cutting 
edge from heel to point. A few drops of 
kerosene or light lubricating oil on the 
sharpening stone will help produce a scien- 








tool is made of a special formula from an 


three times yearly his $2,000 cutlery stock. 





tific cutting edge.” 
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This cutlery display produced a gratifying increase in cutlery sales during the month of February for 
the Nagell Hardware Co., Inc., Minneapolis. White and red crepe paper was used for the background 
and floor covering. The two large safety razor panels were lacquered red, and the razors were on 
ovals and circles of white cardboard. Other panels were covered with plush of three different shades— 


green, black and lavender. 
combinations of green and white. 


Four additional displays were on cardboard circles painted in two-color 
Green plush was draped over the front of the pedestals. All of 


the merchandise showed up unusually well on the various shades which, together with the pleasing 
background, made a very attractive display. The firm savs: “It sure did bring in the results in sales.” 


CUTLERY 


EING small in size cutlery items can very easily 
be carelessly displayed. When arranging the de- 
partment and window displays the merchant 

should be particular to see that stock on view is carefully 
balanced. This does not necessitate geometric precision, 
but means that the complete physical complexion should 
have a balance such as is finely illustrated by the window 
photo on this page. This display is unusually well pro- 
portioned yet the balancing parts are totally unlike each 
other, in most instances. 

The two panels on the ends have the same background 
form vet the items differ in size, shape and number. In 
the center cluster nine knives of one type balance a 
board of seven knives of entirely different pattern. 
Above these knives nail clippers and manicure scissors 
balance with a different number of shears and scissors 
intended for different purposes and constructed accord- 
ingly. Below we find a circle with ten combs measur- 
ing up to a circle with seven pairs of barber shears. 
Further down seven shaving brushes line up with 11 
paring knives, etc. 


Ix the foreground of the window an analysis of the 
balance is more difficult, yet the general impression 
gained is that Earl W. Whiting certainly made a well 
balanced display for the Nagell Hardware Co., Inc., 


Displays should be PRICED, 
Complete and Well Balanced 


Minneapolis, Minn., when he prepared this particular 
cutlery window. He is also responsible for the excel- 
lent description and price cards used so tastefully in this 
display. Each item is identified and priced, so that even 
the most casual glance will tell the window shopper what 
it is and how much. With price cards of this type there 
is no misunderstanding as to which price relates to any 
particular group of merchandise. 

Too often in using window price cards the identifica- 
tion or value creating message is forgotten and in some 
cases the tie up of merchandise and price is too vague 
to interest the prospect. 


iF the modern hardware store we find less merchan- 
dise restriction. The modern merchant sells specialties 
and many lines which at first glance do not seem re- 
lated to the hardware business. That is obviously the 
trend of modern retailing and must be observed in the 
cutlery department. 

This display of Nagell Hardware Co., Inc., brings a 
representative idea of the store’s cutlery department. 
The stock is well assorted and while there are many 
items shown there is absolutely no confusion in this 
window because there is balance and those attractive and 
easily understood price cards. 
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Gillette Window Display Contest 
300 Cash Prizes Totalling $4650.00 


ant buy bj . 
bathrogne ; 


BUY |= N oii oe BONS, _ ait aie 
THEM - i ane" Ye “7 THEM 
HERE =) 2 4 f = MERE! 


& 


aad eee 
-Gittett« SG ittett 





During May, 1929, the Gillette Safety Razor Co. May. Photograph 8” x 10” submitted by dealer 
will conduct a Window Display Contest to demon-_ will be used by judges in awarding prizes. Every 
strate the effectiveness of Gillette Displays. entrant who does not receive a cash prize after 

sending in a photo will receive without charge one 

The country will be divided in three popula- half carton Gillette Blades (10-5 packets). 
tion groups: cities and towns under 25,000—cities , te i ; 
from 25.000 to 50,000 and cities over 50.000. One Since the number Nine Gillette Display must be 
hundred cash prizes will be given in each group. used in the contest, entries will be accepted only 
First Prize $250.00, 2nd Prize $100.00 and 98 other 28 long as the display supply lasts. Contest ends 


: ‘ rie “ oy ! ‘ > * hear meus ana « ai 
cash prizes making a total of $1,550.00 in each May 31, 1929. Photos must bear name and address 
group. and be postmarked not later than June 5. Use in 


addition your original ideas in-signs and cutouts 

CONDITIONS OF CONTEST to make your window individualistic. Broadside 

showing display in color and further details are 

Exclusive display will be furnished free. Full being mailed to you. Enter the contest today. This 
window must be given for at least one week during contest effective only in the United States. 





“HA” 


PE ee 
’ / r | 
You can't lose! Gillette Safety Razor Co., : 
Display increases sales! ; Advertising Dept., Boston, U. S. A. ' 
Y t j , | GENTLEMEN: ‘ 
ou £e a casn prize or ; a is re the go haga Display Contest of ; 

” P , 1929. dt special indc Display. Af displayi 
Gillette Blades without charge t this. in my Giaibar as” tones yon 1 will ant ‘3 Pi ; 
‘ photograph. If I do not receive a cash prize for my window, 1 
: I understand that I will receive 10 packets Gillette Blades (5’s). ' 
* b 2 
Gillette Safety Razor Co. ‘ En a ee ere Pay ane A. Ane b ' 
5, StRRET? 4..<..: pliner «hci: Jaieepuae aaa ON i 
BOSTON U.S.A. Eo tt Oi get Peer eeee OPODR S siiddsssiinns 4 
i . 
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Dayton 
Grinding 
Wheels 


If you want customer satisfaction, sell 
them this wheel. 





Has proven a better wheel in many of the 
larger plants in the country and will bring 
you re-orders. 


Let us prove to you that Dayton Grinding 
Wheels are better. 
L. & I. J. White Co. is now one of the Divi- 


sions of this company and if you do not have a 
late catalogue, be sure to write for one when you 


ask for our Grinding Wheel Catalogue. 


Tools Knives Saws W heels 


Simonds Worden White Co. 
DAYTON, O. 





a 


More 

Blade 

Sales with 

RADIUM PEA P 
ARE: BETTER BLADES 4 


They give more good shaves than the 
average. Customers appreciate this 
fact; it means economy. Easy to sell, 
means more profits. Radium Blades 


ie 4 ry 






Use in a 





now advertised in Liberty Magazine Gillette 

means new customers coming to your Type 

store. Holder 
New Helps for 


Dealers 


This fine 3. color 
counter card now 
ready for our dealers. 
Convenient size, at- 
tractive, easel style— 
send for as many as 
you can use. 











OTTO ROTH, INC, The Radium Cutlers 
Newark, N. J. 
Wiebusch & Hilger, Ltd., Distributors 











= 106 Lafayette St., New York : 











EDLUND 





Quality Can Openers 
Universally Approved 


THE EDLUND JUNIOR, 
shown above, is a household 
size of unqualified excel- 
lence. A precision product, 
it is attractively made to 
meet the present demand 
for colors. 


Larger styles 


Complete line includes a 
type for every condition of 
service. 


Write to Dept. H for prices 
and samples. 


~ EDLUND 

















CO., BURLINGTON, VT._| 





A BONING KNIFE 
must be a good knife 








3 XT ER Tha t’s why Dexter boning 

wt canes knives are the first choice 
of many butchers. Hardware men always 
satisfy their most exacting butcher cus- 
tomers with Dexter quality, finish and 
balance. 


HARRINGTON CUTLERY COMPANY 
SOUTHBRIDGE, MASS. 
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“All Scissors Are Shears—All 


Shears Are Not Scissors” 


An Explanation of Popular Scissors and Shears 
With Illustrations 


HE classification of shears, trimmers and scissors 
should be known a little better. It can be truth- 
fully said that all scissors are shears, but it is not 
correct to describe all shears as scissors. Scissors are 
small shears, and originally were made with round or 
oval-shaped “bows” or loops—mostly “wire bows,” and 
there was also the “bevel bows” that one seldom sees 
now: the heavy shears, tailors’ and tinners’—were also 





TAILORS’ SHEARS 


made of solid steel throughout with wire bows. Then 
came the laid-on blades with the shaped or fitted bows 
and shanks welded to the blades. The big heavy ones 
being known as tailors’ shears, and the ones rather lighter 
—those between tailors’ shears and ladies’ scissors as 





trimmers, with straight shanks or bent shanks and com- 
fortably shaped or fitted bows, one for the thumb, the 
other made large enough to accommodate at least two 
fingers ; in many instances there is space for four fingers. 
Trimmers are very aptly described by a very well-known 









—_—  v " i fi Oe as 
STRAIGHT TRIMMERS 


— 


—— 
V 
t\ 
~S 


firm as household shears and dressmaking shears re- 
spectively straight shanks and bent shanks. Thus we 
have (1) scissors, embroidery, manicure, pedicure, cuticle 
and nail, both straight and curved, ladies’ work, surgical 
and pocket, barbers’, etc. (2) Trimmers, including 
household, paper hanger or bankers’, fetlock, and so on. 
(3) Heavy tailors’ shears. 





BARBER SHEARS 


There are really two intermediates, viz., between scis- 
sors and trimmers, 1.e., the trimmer bow scissors, and 
between trimmers and tailors’ shears we have the “raised 
blade” or heavier trimmers. Besides those mentioned 
there are other scissors and shears—grass, sheep and 
hedge shears of various patterns, tinners’ shears or 
snips, etc. These are mentioned to emphasize the 

(Continued on page 99) 














The Gem Sells Itself 


i With This Display 
: Fora My fect S on Your Counter 


HE — customer 

who comes in to 
purchase _ other 
things, pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy nail- 
clippers because they 
trim nails and hang- 
nails perfectly, and 
work easily with 
either hand. 





The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 
and Judge. 

Transparent Du Pont “Cellophane” 
protects them from rust, dust and 


tarnish. 

The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 


day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 


Gem Jr. 
35e. 

















CHRADE SAFETY 
Push Button Knife 


No Breaking 9 
Singer nails 


<.._ Safety 
Lock! 


Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with ore hand. 


rmaoe FVERLASTINGLY SHARP warn 


Manufactured eaclusteely by 
SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of « complete line 
of Schrade regular type pocket knives. 
Send for Catalog E. Factories: Walden, N. Y.—Middleewn, N. ¥. 
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LET THE CHENEY 
SELL ITSELF 


Have a Cheney grind- 
er fastened to the 
counter. Let the pros- 
pect use it, he will 
then be sold easily for 
the Cheney runs true 
and smooth. 


The model shown, 
Cheney 7, is a favor- 
ite among farmers. 
Its extension is very 
handy to secure a good 
edge on the mower 
knife. 






Our illustrated catalog gladly sent 
on request. 


MAS 


S. CHENEY & SON 
MANLIUS, N. Y. 








Since 1731 


The most famous mark in cutlery 


AAA MAG 










*EO U.S PAT OFF 


FINE CUTLERY <— 





Loy, Since 1731 


Uy, Solingen, Germany 
Yn, 
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On your 
Shelves... 
and off again 


Fast moving merchandise with a 
good profit... . that’s Russell cut- 
lery! Nationally advertised to over 
sixteen million people who appre- 
ciate and want quality. These ad- 
vertisements sell Russell cutlery for 
you.... they sell its beauty.... 
its lifetime utility .... its sharp- 
ness. Prompt delivery is essential 
in the face of such rapid turnover. 
That’s why Russell gets the goods 
to you quickly .... so that they 
will always be in stock . . . . always 
on display... . always ready to capi- 
talize on the national advertising. 





Write for details of the new Russell lines 


RUSSELL 


GREEN RIVER 


CUTLERY 
JOHN RUSSELL CUTLERY COMPANY, Turners Falls, Massachusetts 
PSHPSHHSHSHS|SHH|SHPDP|DSPD|DSDS 


Russell Cutlery 
is nationally 
advertised! 
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The >¥@@S> 
Pruning Shear 


Cutlery Steel 
Blade and 


Easy Working 
Spiral Spring 






Cuts thickest twig or thinnest tendril without 
tearing. Length 814”, weight 12 oz. 


THE =-YOOS—> (ory Send for prices 
161 Porter St., New Haven, Conn. 








R. MURPHY’S $"4%,, 
PAPER HANGER’S KNIVES 









Made in 5 styles 
No. 2 Round Point 33%” blade 
No. 3 Round Point 3%” blade 
No. 2 Square Point 3%” blade 
Standard for 75 Years No. 3 Square Point 3%” blade 
No. 1 Square Point 3” blade 


As with Journeymen and Mechanics in all trades Paper 
Hangers are glad to pay the price for an R. MURPHY 
knife—knowing they are the best of “tools’’ to work with. 





Stock up now on these as well as Roofers’, Sloyd, 
Painters’ knives, etc. Write for complete catalog. 
Robert Murphy’s Sons Co. Est. 1850. Ayer, Mass. 
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“All Scissors Are Shears—All 
Shears Are Not Scissors” 


(Continued from page 97) 


fact that all scissors are shears, but all shears are not 
necessarily scissors. It was about fifty years ago that 
the shaped or fitted bow was applied to scissors, and this 
with shanks like the ladies’ scissors is known now pretty 
generally as the American pattern scissors. 





There are many people who do not know how to hold 
a pair of scissors, and consequently do not get the best 
results, especially with fine or delicate work. Many use 
the thumb and first finger, whereas the thumb should 
occupy one bow and the second finger in the other, with 
the first finger on the shank, thereby steadying the scis- 





sors and giving the operator better control. With the 
idea of having at least two fingers used, the trimmer bow 
was introduced. Of course, with the shaped or fitted 
bows a left-handed person would experience some dis- 
comfort unless they had “left-handed” scissors, that is 
to say, shaped to suit the use in the left hand, which can 
be had. To get the best results the blades should also 






MANICURE 
OR CUTICLE SCISSORS 


be reversed and should be made with a left-hand cut— 
such scissors are made, but are somewhat rare. Those 
who are right-handed and use a pair of scissors in their 
left hand know how awkward it is to make a good job 
especially if the scissors are a little blunt and loose. In 
the ordinary way when using scissors one unconsciously 
draws the blades to the “cut,” but when using them in 
the left hand they are put “off” the cut. 

When a scissors, trimmer or shear seems to be work- 
ing stiffly or harshly in opening and closing, in most cases 
it is caused by the roughness of the edge, and if the user 
will wipe down the inside flat of the blade with the thumb 
—or, better still, with a piece of chamois leather between 
the blade and thumb—it will be found that the scissors 
will work smoothly. When one has cut fluffy material, 
such as flannelette, or the scissors become very “harsh,” 
by wiping them as described a great improvement is no- 
ticeable. It is just the same with a razor, after it has 
been used, the extreme edge is disarranged—put out of 
alignment—stropping rectifies this. The same after the 
butcher has cut some meat. Before he cuts again he gives 
(Continued on page 110) 








re “BIG PROFIT” numer 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
our novel display cabi- 

net. Note retail offer. 


SPECIAL CARBONE 
CUTTING BLADES. 





100.4. FOR YOUR OME 


THE POPULAR 


50c 


SELLER 





This original and prac- 
SHEARS tical cabinet grips each 
wo teva Shear securely until re- 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains 1 dozen famous Oval brand “Ivory- 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 
pap RETAILERS can place an original order for 
ONE CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR ©: 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 





Cabinet Assortment No. 7340 








EE 





NeverStain 


Slicers 
mee 


No. 4547—Lunch Knife, 7-inch blade 


al — > 


No. 4509—Slicer, 9-inch blade 


mies oe 
Sane 











Oo et ad ae | 


No. X4318—Cook Knife, 8-inch blade 


The above Never-Stain Slicers are but three of sev- 
eral types of slicers of our manufacture. Blades are of 
Sterling Quality Stainless Steel, carefully heat-treated 
and hand-ground under water on natural grindstones, 
to a sharp, lasting edge. Shaped handles in cocobolo or 
ebony, brass rivets and burrs. 


Order Thru Your Jobber 





The Ontario Knife Company 
Franklinville, N. Y. 
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The Vichek Wrench Klerk is fitted 
with Vichek parabolic carbon steel or 
chrome-molybdenum wrenches. 


The Vichek Wrench Klerk 


The new Vichek Wrench Klerk, a new 
idea of merchandising and displaying a full 
line and properly assorted stock of the 
new Vichek parabolic carbon steel or 
chrome molybdenum wrenches in a com- 
pact metal display container, has been re- 
cently introduced through jobbers and 
dealers by The Vichek Tool Co., Cleve- 
land, Ohio. 

This company states that for some time 


OW 


More Than 
Ever Before 


A Home Furnace De Luxe 


A new and improved home furnace has 
been placed before the trade by Gray & 
Dudley Co., Nashville, Tenn. The new No. 
1-D “Washington” Home Furnace De Luxe 
is identical with the inner construction of 
the popular “Washington” Home Furnace. 
Several new features and an improved 


it is essential that you 
study your Market Re- 
port carefully and con- 















sistently. Every 


im- 


portant price change in 
the trade is recorded in 
these columns weekly. 





The MARKET RE- there has been a demand for individual 15 

“ss degree, double end wrenches and that there 
PORTS as found | in is a tendency on the part of jobbers and 
HARDWARE AGE are dealers to get away from carrying a great 


the most authentic pub- 


lished. 


Use them as a buying 


guide. 











Speed Up 


the 


Wheels of 


Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 


vertised in these 


pages. 
for the jobber’s 


salesman. You may 


Don’t wait 


forget. 





number of sizes of wrenches in stock. 
Many wrench sizes are slow sellers and in 
some instances only one or two are sold 
in the year’s time. Knowing that slow 
turning stocks cut into profits, the job- 
bers and retailers of today are combing 
their stocks to remove the shelf warmers 
and carry only quick-moving items on 
which frequent turnovers protect profits. 

The Vichek Wrench Klerk fits into a 
square foot of space. Seventy-eight 
wrenches in sixteen popular sizes are in- 
stantly available when the metal lid is 


MY 


J. 





raised. The number of wrenches of each 
size included in the box is carefully based 
on actual selling percentages. Thus an 
attempt is made to regulate and cut down 
to the serviceable minimum the wrenches 
for which there is limited demand, and 
build up sales on the numbers that sell 
rapidly. 

The box is supported by a metal easel 
and thus is adaptable to the counter or 
“open table” display. The brightly litho- 
graphed lid tells the selling story and a 
large size wrench is securely stapled on 
the lid for examination by customers. All 
wrench sizes are also shown in a chart 
which appears on the lid. 

The fact that the entire wrench stock is 
incased in steel assures bright, clean, and 
salable stock, attractive to the eye of the 











passing buyer. 





cabinet have made this new furnace a 
model for efficiency and economy of op- 
eration for the heating of the larger 
homes. 

The inner construction is made entirely 
of cast iron. There is a check register 
damper in the pipe collar which insures pos- 
itive control of the fire at all times. Either 
a draw-center shaker grate for soft coal 
or a triplex grate for hard coal can be 
secured. 

A hot blast fire box draws air from the 
room directly in through the damper in 
the feed door, passing it out across the top 
of the blazing fuel, where it acts as a 
smoke consumer, burning up all the gases 
in the fuel and the smoke, increasing the 
heating efficiency of the furnace. 

The grained walnut porcelain enamel 
finished cabinet is equipped with double 
outside cast iron doors having open-work 
panels. Through these panels the fire glow 
is visible even when the outer doors of the 
cabinet are closed. When open, the fire is 
likewise apparent through mica panels in 
the large feed door. There is a smoke 
curtain inside the front feed door and a 
convenient cast iron coal chute. Louvers 
in the side panels admit auxiliary air and 
the heated air is passed out of the top of 
the furnace through grill work. 

All of the sheet metal parts of the outer 
cabinet are made of Armco ingot iron on 
which a lasting porcelain enamel finish of 
grained walnut has been applied. The fur- 
nace is a beautiful piece of furniture and 
has no name plate, advertisement or trade- 





mark on the outside. 














. 
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' This Holds the Garage Door 


The Sha-Bar, Inc., 1500 East 105th Street, 
Cleveland, Ohio, is placing on the market 
through regular hardware channels, the 
“Everhold” garage door holder. This 
product is so designed that it will hold the 
door open at any position or angle de- 
sired, according to the manufacturer. 

A slight pull on the chain and the door 
is open to any position desired. The strong 





steel spring when released by a slight pull 
on the chain engages on the steel rod, form- 
ing a positive lock grip which is not ef- 
fected by grease or oil on the rod. The 





Gilbert’s No. 4252 
Write for Gilbert’s Colored Folder 
Illustrating Base Alarms 








manufacturer states there is nothing to get 
out of order and no special tools are 
needed to install the device. All parts are 
made of selected material. The ‘“Ever- 
hold” door stop is packed one pair in a 
carton with screws. 





New Columbia Rope Display 


A new cut-out display is being furnished 
to Columbian distributors by the Colum- 
bian Rope Co., Auburn, N. Y. 

J. F. Kernan, the famous character 
painter, picked a typical character of a 
fisherman from real life. This old salt 
and his parrot were not products of Mr. 
Kernan’s imagination. 

“Cap’n Mark,” as he is called, is pic- 
tured in life size and in natural colors, 
sitting on a dock with his marline spike, 





Gilbert’s No. 4809 


Gilbert’s No. 4614 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office Main Office New York Office 
10 So. Wabash Ave. Winsted, Conn. 200 Fifth Avenue 














They can’t Fish 
They can’t Golf 
But they CAN PAINT! 


With fish hiding behind the 
“closed season” law, and golf 
greens withered or snow covered, 
there’s a lot of masculine energy 
going to waste these winter days. 
You can’t choose a more oppor- 
tune time to urge the painting 
need for floors, woodwork, walls, 
linoleum—anything in the inte- 
rior of the house. Capitalize this 
opportunity with well calculated 
displays. Put these “house- 
bound” men to work and— 


Your Winter 
B OOS t Paint Sales. 




















placing an eye-splice in a length of Colum- 
bian rope. This rope shows the new red, 
white and blue surface marker which ap- 
pears in all Columbian tape-marked pure 
manila rope, 34 in. in diameter and larger. 
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A Necessity 
in 
Every Home 
A 
Stock Item 
for 
Every Dealer 


Heavily 
Coppered 


Hardwood 


Handle 


Oe” 


Light 
>. 
Sturdy 


Household 

& 
Janitor Look for This 
Sizes Lable on Every 


Stick 
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Write us for a Catalog 
Ask your Jobber for Prices 


ARCADE 


HARDWAKE 
and TEoOYS 


ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 














Profit the Primary Motive 
| for Business 


(Continued from page 56) 


Does anyone for a minute imagine that if mail-order 
business had not been affected by some sort of changed 
attitude on the part of the buying public toward them 
that they would have sought to change their selling policy. 

The logical answer is that there has been a change, 
and that this change has not only affected the selling 
policy of the mail order house but of all other types of 
business, and the hardware store is no exception. 

So the question that confronts us this morning is: 
“What is the hardware man going to do about it?” 

What plans is he going to make to encounter this new 
competition and make a profit? 

Someone has said: ‘Each man is master of his own 
destiny, and, given the tools to work with, can each carve 
his own fortune.” 

Another has said: “Somebody said it couldn’t be done, 
but the man, with a chuckle, replied, ‘Well, maybe it 
couldn’t, but he would be one who wouldn’t say no till 
he tried.’ ”’ 

These are the lines we must build on if we are to 
plan for profit. 

Plans for action cannot be reduced to explicit direc- 
tions, but there are general rules that make for success 
if carefully followed. 

We can study that which has brought success to others 
and consider how it can best be applied to our par- 
ticular problems. 

Back of all plans is the individual and no matter how 
well thought out a plan is it is of itself impersonal, 
and the measure of its success must rest almost wholly 
with the studied supervision of the individual and the 
enthusiasm, support and work he gives it if it is to 
succeed. 

There has been, to my mind, too much waiting for 
something to turn up. 

We have been hoping that some cure-all would appear 
on the horizon and all our troubles be ended. 

We have been looking with longing eyes for some 
association action, or perhaps for the solution of the 
action of some jobber or manufacturer, rarely realizing 
that if there is to be any planning for profit that it must 
have its initiative in ourselves and be largely composed 
of our own individual efforts. 

I have just lately finished reading some 200 letters 
from hardware clerks telling what they would do if they 
had a hardware store, and many contained first-class 
suggestions. 

Here is where we can make our start in our “Planning 
for Profit.” 

Suppose you have a meeting of your store force and 
tell them something of the growth of your competition 
and how much you need their help and suggestions to 
meet it. 

Suppose you assign some part of the store stock or 
details to them and tell them you will depend on them 
to make good on the particular job you have assigned 
them. 

Have you ever stopped to think that the clerk is often 
the only contact with your customer you have, and that 
your growth largely depends on how his actions meet 














with public approval. 
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Stock and store arrangements, window display, sign- 
writing and other details have been discussed so freely in 
these sessions that I will not inject them into this talk, 
but they are all very important, and should have your 
careful study in your planning. 

There is, however, one subject that bothers most hard- 
ware men and that is price competition, and I am going 
to have a few words to say about it. 

Very much of our price information is hearsay. 

We are told that So-and-So sells so-and-so for such 
a price. How often do you make an actual check to 
see if it is so, and what percentage of your sales does 
such an article represent. 

We open a mail order catalog and discover a few items 
that they have us beat on. 

Did you ever check through and see how many articles 
your price is the same on or better. Try it, and I think 
you will be surprised if you have been an intelligent 
buyer. 

I recently checked two chain stores within a few feet 
of each other and found one selling a door bolt for 5 
cents and the other selling what appeared to be the same 
bolt for 10 cents. I asked the manager of each store 
how many of these particular bolts they sold and was 
surprised when I compared their figures to find they had 
sold about an even amount. 

Price is not the big factor in the distribution game that 
we often credit it with. 

Of course, you must know your competition and keep 
somewhere in line, but having the goods your customer 
wants at the time he wants it is more important. 

My suggestion for success would be to have a perfect 
knowledge of your goods or have someone you can rely 
on that has. 

Have a perfect knowledge of your finances by some 
sort of business control. 

Have your stock neatly arranged, plainly marked and 
clean. 

Have an attractive store front. 

Have your windows cleaned often and your merchan- 
dise well displayed in them, with price signs, and change 
them often. It’s a good plan to change them every dull 
day, when your clerks are looking for a job. 

In the busy season the change may be made at night. 
Watch the chain stores and watch their windows for 
cleanliness and attractiveness. 

Advertise and tell the public what you have to offer 
either in your local paper of by circular mail. 

Be on the job. Plan for business. Solicit business. 
Study your customers’ wants and you will get business. 
And last of all be a merchant and not a storekeeper. 

The day of the merchant has come. 

The day of the storekeeper is passing. 





GUCCESS requires more than am- 

bition. It requires the will and de- 
sire to succeed, backed by intelligently 
directed effort. 


know where to go, but how to get there. 


One must not only 


There is such a thing as running in the 
wrong direction. 




















ey 
Have Been Gaining 
Momentum for 65 Years 


Fo Sixty-five years Morse 
Tools have been gaining 
momentum as fast sellers. 
Their long standing, reputa- 
tion for uniform quality puts 
them first in the minds of 
your tool-buying, customers. 


Stock Morse drills, cutters, 
reamers and other tools and 
let their momentumadd speed 
to your stock turnover. 


The Morse Line 


includes: 
DRILLS CHUCKS 
REAMERS COUNTERBORES 
CUTTERS MANDRELS 
TAPS and DIES TAPER PINS 
SCREW PLATES SOCKETS 
ARBORS SLEEVES 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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WATERBURY 
PEERLESS BRAND 


Made in the following Grades: 


WHITE LABEL, BLUE LABEL, 
RED LABEL, BROWN LABEL, | 
GREEN LABEL 


The Fundamentals of Buying 
for Profit 


(Continued from page 51) 


How many of you study prices quoted in mail order 
catalogs to determine on what lines, if any, you are 
being undersold? To determine, perchance, on what lines 
you are underselling such concerns—and this happens 
more frequently than we realize. 

All of this is a part of the job of buying for profit, 


_ and it relates not only to proper selection of merchandise 
| but also to this problem of price that is uppermost in 
| Henry Brown’s mind. 


It is one thing to go to your suppliers with the definite 


| statement that a certain make and size of pipe wrench is 


being sold by a mail order house at a given price, and 
that your cost from this supplier is a certain price. I say 
it is quite a different matter to go to your suppliers with 
definite information such as this and to go to them with 
the general plea that unless you are able to buy on a 
better basis the chain store of the mail order house is 
going to put you out of business. 

That brings us to the question of what you are going 
to do with this price information when you get it. For 
the most part, I believe that where we have gathered 


| any information along these lines, we have quoted it to 


Explanation of Grades 
WHITE LABEL for Springs. 


BLUE LABEL for Musical Instruments will 
swage and loop; this wire has a very high 
breaking strain. 


RED LABEL for cutting wires, mild in 
temper, will swage and loop. Is used prin- 
cipally for soap, dough, butter and brick 
cutting. 


BROWN LABEL for treble strings on 


pianos; spinning wire and short bend springs. 


GREEN LABEL mild tempered for dental 


and surgical instruments. 


Put up in 4, 4%, 1, 5 pound and catch weight 
coils or 1, 5 and 25 pound spools. 


Write Dept. M for descriptive matter. 


Manufactured by 


Washburn Wire Company, Inc. 
550 East 118th St., New York, N. Y. 
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the salesmen calling on us, and let the matter rest there. 
The judgment of the Boston Congress was that this 
is not sufficient. It suggested that lists be made of mer- 


| chandise on which price difficulty is experienced, that 
| these lists show the selling price of competition, the re- 


tailer’s cost and the selling price which the retailer must 
get in order to assure himself of an adequate margin. 
And the idea is that such information be forwarded to 
the management of the houses from whom you purchase 
merchandise rather than being quoted to salesmen. 
Undoubtedly, general action of this character on the 
part of hardware retailers would do a great deal to arouse 
manufacturers and wholesalers to the predicament in 
which Henry Brown finds himself and would possibly 


_ lead to relief. In any event, it would place Brown in the 


position of knowing the prices at which he should buy. 

Getting the right price is primarily the responsibility 
of Henry Brown rather than the duty of Henry’s sup- 
plier to him. We all know that the merchant who dis- 
counts his bills buys on a better basis than the one 
who does not. And we know, likewise, that merchants 
who concentrate their purchases deserve and receive con- 
siderable from suppliers that is not accorded the dealer 
who uses many sources. Knowing these things and fail- 
ing to observe them, can we logically say that it is the 
fault of our suppliers that we are not buying right? 

The other injunctions of the Program of Applied Ac- 
tivity on the question of price deserve application by 
Henry Brown, hardware retailer. 

They are that he should reciprocate the efforts of sup- 
pliers who assist him in meeting price competition by 
favoring them with all the business possible, and that he 
should carry through plans for winning trade that are 
developed by interested suppliers and offered for their 
assistance of the hardware retailer. 

I believe we need a higher grade of loyalty in the hard- 
ware business. We are rather inclined to accept various 
favors without feeling that they should be reciprocated. 
Business is a matter of give and take. 

We cannot logically expect suppliers to show keen 
interest in our competitors’ problems to the extent of sac- 
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rifice on their part if we are not willing to play with 
them. 

In the last year wholesalers have undoubtedly shown 
more interest in the merchandising problem of Henry 
Brown than ever before. They are more than ever think- 
ing beyond the mere sale of their merchandise to the 
hardware retailer and are attempting to develop plans 
which will enable him to move it. 

Admittedly, some of the plans which they have sug- 
gested have been faulty. We cannot expect perfection, 
especially in the beginning of such a service, but this is 
the beginning of a service which they think of almost 
incalculable value to the hardware retailers of the United 
States if they will but foster it by doing their share to 
carry out the suggested sales program. 

But when, as happened in many cases last year, part 
of the wholesaler’s sales plan involves the sale of mer- 
chandise at special prices, and retailers buy these goods 
with the understanding, implied at least, that the goods 
will be sold at such prices, and then mark it at much 
higher figures, it cannot but fail to dampen the ardor of 
the wholesaler and make him feel that effort along these 
lines is useless. 

There is one more suggestion from the Program of 
Applied Activity which I wish to mention at least. It 
says: 

“Failing to secure the proper cooperation from regular 
sources of supply, either individually or in cooperation 
with other retailers, develop some buying method which 
will meet the situation.” 

To my mind, that is but another way of saying that 
if the wholesaler does not do his part the only alterna- 
tive is that we should organize cooperative buying in 
some form. 

I approach discussion of such activity with a great 
deal of hesitancy because the matter is such an individual 
one. It is quite true that some efforts along this line 
have been successful, not only in the hardware field but 
in other lines. But where: one success may be pointed 
out, a dozen failures can undoubtedly be found. 

I am loath to believe that the wholesale branch of the 
hardware trade will fail to meet the situation, provided 
Henry Brown does his part, and in that connection we 
must bear in mind that the obligations of Henry Brown 
in a cooperative buying effort are very much more strin- 
gent than are required for successful cooperation with 
his wholesaler. 

I do not propose to advise any retailer to engage in 
such an undertaking. This is a matter for his individual 
determination. 


Stainless Steel Knife with Porcelain Handle 


The Burns Mfg. Co., 1208 East Water St., Syracuse, N. Y., 
has placed on the market a new knife with a serrated edge, stain- 











less steel blade. The blade measures 8% ins. in length. A deco- 
rated porcelain handle adds to the utility and attractiveness of 
this cutlery item. 


Removing Rusted Screws 


Difficulty is often encountered in the attempt to re- 
move rusted or tight screws which hold metal parts to- 
gether. This trouble can be avoided and the screws 
loosened by applying a red hot iron of proper size to the 
head of the screw for a few seconds. After cooling, 
the screw can be taken out easily with a screw driver. 











N° 1924 


Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. 7 ye a 


RIFFIN 


~ Manufacturing Co 


ERIE, PENNSYLVANIA 
yanch Offices, 
Chicago, 555 W. Randoigh St 


Se 
San Francisco, 703 Market St. 
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REALISM 


(Continued from page 47) 


evening dress, all bedraggled, with her hair mussed up, one 
long pendant earring gone, the other dangling in her ear. 
She is attempting to climb up the stairs on her hands and 
knees, She is dead drunk. Tenderly her father picks her 
up, carries her to her room and puts her to bed. It was not 
poison liquor. She was just drunk. Just a plain case of in- 
toxication. First cocktails and then champagne. 

What are the ethics of the case? All of the younger set 
drink. All of them go to night clubs and drink. Most of 
them go to speakeasies where they do nothing else but 
drink. Looking at the matter from this angle and from 
the standard of her associates this poor little drunken girl 
was no worse than the rest. The only mistake she made 
was to drink more than they did, or possibly she can’t hold 
her liquor like some of the others, or maybe she did not 
eat any luncheon and drank on an empty stomach. All of 
these explanations may be considered. She just went too 
far. 

How about the young man? It turned out afterward 
that he also was drunk. He said the whole trouble was 
caused by the bad liquor. It was his alibi and his explana- 
tion. He thought it was perfectly all right for a gentleman 
in this year of grace 1929 to take out an innocent young 
lady and drink with her just as men drank with other kinds 
of women in a former generation. 

Of course, this young fellow did the right thing. When 
he found she was loaded, didn’t he escort her to his auto- 
mobile and take her home? What more should be expected 
of him, according to the standards of the smart set in this 


day and generation? If she wanted to drink, wasn’t that 
her business? He was not supposed to regulate her drink- 
ing. She was of age and was supposed to understand just 
what drinking meant. 

What was her father to do about this case? What was 
he to say to the young man? Naturally he was furious. 
He had old-fashioned ideas about the conduct of gentlemen 
and what chivalry meant. He had old-fashioned ideas of 
noblesse oblige. 

The next day there was a family council. The mother 
took part. The daughter by this time had recovered. “Now 
don’t kick up a row about this,” said the mother, “we would 
just be laughed at. If you said anything to Jack, not 
another young man in our set would ask Dorothy out. 
Don’t be old-fashioned and foolish.” So the father subsided, 
but just as long as he lives, he will never recover from the 
shock of standing at the top of the stairs and seeing his 
beloved daughter with glassy eyes slowly crawling up the 
stairs. 

This story was told to me by the father himself. Of 
course, the names are fictitious, and the incident is such 
a commonplace one that our society friends would find it 
next to impossible to place the people. Too many of them 
have had exactly the same experience. 

“1. a ce ee 

What is good and what is evil? The best answer I have 
ever heard to this question is to judge an action by its 
results. Just apply this rule to problems that come up 

(Continued on page 108) 











No. 3527 


Solid Brass 
Heavily Nickel 
Plated 








When Quality Asserts Itself—Sales Follow 





INGC 


are not sold today and forgotten tomorrow. Their 
SOLID BRASS body and durable construction make 
them a permanent investment. 


No rust. No corrosion. No complaints when you sell 
ruoco, Ask your Jobber to supply you. 


AMERICAN RING COMPANY 
Waterbury 


Boston—170 Summer St. 


A display of Reco Bath Room Fix- 
tures never fails to attract attention 
and make sales. 


When customers see and examine 
these fixtures they are impressed 
with the finish and quality which 
speaks for itself. 


Bath Room Fixtures 


Send for Catalog and Prices. 


Connecticut 
Branch Offices: 
New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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Washington News Letter 


retailers was for the single fixed price 
for wholesalers and another for retail- 
ers. About 41 per cent indicated this 
preference as against 24 per cent favor- 
ing a minimum price for each and 17 
per cent in favor of leaving the choice 
of basis to the manufacturer. 





More than 1700 Chambers of Com- 
merce and trade associations, affiliated 
with the Chamber of Commerce of the 
United States, have been asked to send 
delegates, and invitations have been ex- 
tended to several thousand of the coun- 
try’s most representative business lead- 





(Continued from page 64) 


ers to attend the seventeenth annual 
meeting of the National Chamber in 
Washington, April 29-May 3, when ap- 
praisal of current economic problems 
and their effect upon future business 
development will be made. Foremost 
among the questions to be dealt with 
are: What Is the Future of Small 
Business? Credit Supply and the Stock 
Market, the Relation of Business to 
Agriculture, the Making of a Tariff, the 
Impact of Science on Business and Tax- 
ation. These problems and many oth- 
ers, the Chamber has announced, will be 
discussed by high government officials 





and distinguished business leaders, 
among whom will be Secretray of Com- 
merce Robert P. Lamont, Representa- 
tive Willis C. Hawley, chairman of the 
House Committee on Ways and Means; 
William Butterworth, president of the 
National Chamber; Julius H. Barnes, 
former president of the National Cham- 
ber; Leonard P. Ayers, vice-president 
Cleveland Trust Co.; John G. Lonsdale, 
president the National Bank of Com- 
merce, St. Louis; Paul Shoup, president 
Southern Pacific Co.; John H. Fahey, 
Boston publisher, and a score of other 
men of national prominence. 





“How to Roller Skate” Covers 
Subject Completely 


. Complete rules and guides for roller 
skating are contained in a very interesting 
booklet recently issued by Chicago Roller 
Skate Co., 4406-58 West Lake Street, 
Chicago, III. 

In “How to Roller Skate,’ the com- 
pany has gone into the subject of skating 
very completely, starting with how to se- 
lect skates, the position of the body when 
skating, how to hold the feet, the start, 
the stroke, how to acquire speed and how 
to stop properly. Many Chicago roller 


skates are illustrated and described in this 










Corrugated, fibre, 
chipboard and paper 
containers yield to 
this fast opener, 
which works quick as 
a flash. 


Saves merchandise, containers, 
time, hands and temper. 


up efficiency. 


PREMIER CASE OPENER, INC. 





booklet which contains a great deal of |. 


worth-while and interesting information 


relative to roller skating. 


Mills Spring Tackle Booklet 


Spring Tackle Booklet for 1929 has been 
released by William Mills & Son, 21 Park 
Place, New York, N. Y. 

In this booklet are described and illus- 
trated many types of rods, reels, baits, 
lines, hooks and sundries. There are also 
included many pages of useful information 
relative to fishing and tackle which will be 
of interest and value to fishermen and deal- 
ers selling tackle. 





A Tool Every Hardware Man Needs 


PREMIER 
CASE OPENER | 





Reading Iron Co. Issues 
“Reading Cut Nails” 


An illustrated folder relative to cut nails 
has been recently issued by Reading Iron 
Co., Reading, Pa. 

“Reading Cut Nails” contains statistics 
regarding the advantages of cut nails, and 
gives complete information about the com- 
pany’s products. 

There are many illustrations. The book- 
let is printed in color and should be of 
great interest to hardware dealers and 
their salesmen, who can obtain it upon 
request. 








The Premier 
Case Opener is 

substantially made. 
All-steel construction. 


ae 







Simple to operate. Nothing to 
get out of order. Lasts a lifetime. 


Opens corrugated and other paper con- 
tainers, large or small, in one-fifth the 


usual time required by ordinary meth- 


ods. 


Speeds Satisfaction 


Retail price $1.50 each. Mailed C.O.D. 


guaranteed or money re- 





funded. More than pays for itself in a 


week. 


23 Beaver St., New York City 


Speeds up Service—Cuts Business Cost—Brings new Revenue 
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$1,000,000 SPENT 
IN ADVERTISING 


ALBANY GREASE 


More than 10,000 hardware dealers 
are selling this famous lubricating 
grease. Its use in power and indus- 
trial plants is universal. Albany is a 
tallow product, made in consisten- 
cies to meet temperature conditions. 
Does not drip or waste away. 


sells quickly at a substantial 
If not, write us. 


Albany is a small line to stock 


profit. Your jobber 


ADAM COOK’S SONS, Inc. 
6 VARICK STREET, NEW YORK 


ALBANY-GREASE 


to Grease Consumers 


Dealers for 61 Years 


can supply you. 


Nationally Advertised 





Serving Hardware 


Mh They Sell 
‘ easily because 
they servewell 













y rues Quality is readily apparent in Fair- 
woobn.: mount Drop Forged Tools. They sell 
CHISEL readily wherever they are displayed. 

went tans 





% But what is equally important is the 
fact that once the workman uses these 
tools, he thereafter a Fairmount 
booster and a steady customer. 

Tempered and forged by skilled 
workmen who are instructed to “build 
in a maximum of service,” these tools 
stand an unbelievable amount of 
punishment. 

Thus, do they sell easily because 
they serve well. And thus do they 
become highly profitable for the hard- 
ware merchant 








1s 


The popular numbers shown here 
are made in a variety of types and 
sizes. Prices and descriptive material 
will be sent on request. Write today. 


RIVOUNT 
TOOL € FORGING Co. | 


IF 1 CLEVELAND, OH!I0 
FAIRMOUNT TOOLS SATISFACTION 
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Realism 
(Continued from page 106) 


before you, and you will be surprised how clear it makes 
everything. Personal freedom is one thing. We all be- 
lieve in personal freedom. We all more or less want 
personal freedom. But this personal freedom, especially 
upon young and immature minds, if it is to lead to. such 
results as I have outlined above, would it not be best to 
yield a certain amount of our personal freedom? 

[ understand that Mr, Hoover’s idea of handling the 
prohibition question is to call upon the best people of this 
country to uphold the law. To give up a certain part of 
their personal freedom, with the object of setting an ex- 
ample of what a law-abiding citizen should and can do. 
This whole problem has gotten away in a sense from 
prohibition to a question of good citizenship, of supporting 
the Government of our country. 

I believe Mr. Hoover is on the right track. I do not 
believe that prohibition can ever be put into effect by fines 
or jail sentences. If we are ever to have anything like 
prohibition, it must be based upon a state of mind in this 
country, where any man who would take out a hip flask 
in a restaurant and help his party to liquor would be 
looked upon as a criminal, not because he is a drinking man 
but because he is flaunting in the face of everyone who 
sees him the fact that he proposes to do as he pleases, 
regardless of his duty as a citizen and regardless of the 
laws of the country. 

Public opinion is a curious thing. It changes from age 
to age. The zeitgeist of one age is not the public opinion 
of another. Suppose in one of our public drinking and 
dancing places someone should unfold an American flag. 
Suppose someone else would stride forward, pull down this 
flag and trample it upon the floor. We all know exactly 
what would happen. Immediately every full-blooded man 
in this drinking room would take part in punishing the 
man who had desecrated the flag of the United States. 
We all know this would happen. There is no question 
about it. If you do not think so just stage a performance 
of this kind in some restaurant. This is nothing but an 
outburst of public opinion and this public opinion is based 
upon reverence for the flag of our country. This reverence 
for the flag is a part of our thinking. It is almost un- 
conscious. 

On the other hand we see men reaching for their hip 


| flasks and filling their glasses and we are unmoved. Possibly 


some day, and before very long, a movement will be under 
way among the better class of men and women that will 
ostracize the carrier of the hip flask. Possibly some day 
public opinion may make such incidents as I have truth- 
fully described in this article a thing almost entirely of 
the past. 

If we are to judge good and evil by just what happens 
and what follows as a result of certain actions, there is 
hardly any question as to how this matter will be decided. 
If there is any better plan of judging what is good and 
what is evil than what follows the action, then we would 
like to know what this plan is. 


The company already has a president, but it has room 
for a good salesman. 


Kk a * 
Or a good bookkeeper. 
x * x 


They may not know it, but when they hire a good 
salesman or a good bookkeeper, they may be hiring a 


| good president. 
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CONFUSION 
Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERE once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 

= = and order with the Standard Drill Holder package. 

eee Display this Drill Holder and Gauge well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 
fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders. 


New York: 94 Reade St. , Neo Fredk. Pollard & Co., Ltd., London 
Chicago: 552 W. T S AR T (| and Leicester, England 
HE STANDARD JOOL(Q “Ae 


Washington Blvd. 
CLEVELAND 














- MODERN 
ADVERTISING 


FOR THE MODERN 
BROOM=ON=WHEELS 


The “Hi-Lo” Moderne Display, painted in 
seven rich colors, 39 in. high by 29 in. wide, 
will be sent gratis upon request to mer- 
chants selling Bissell Sweepers. Besides 
being a potent sales stimulator for sweep 
ers, it imparts a_ lively air of up-to-date- 
ness to the whole window. 


BISSELL CARPET SWEEPER CO. 
GRAND RAPIDS, MICH. 
New York City Office and Export Dept., 46 West Broadway 


BISSELL 
SWEEDERS 


With “Hi-Lo” Brush Control— double 
the brush action with half the effort. 
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No. 3108 


RiLE Hardware 


Hardware dealers who would feature builders 
hardware of surpassing quality and distinction 
will find it, at its most reasonable prices, in RITE 
Hardware. Master craftsmanship, devoted to the 
interpretation of distinctive designs to harmonize 
with every architectural and decorative plan— 
endow RITE Hardware with a personality that is 
singularly its own. 


— Mfg. by 
Distributed by 
America’s adele 
Leadi Hardware 
ng & Mfg. Corp. 
Jobbers Los Angeles 








Scores of Homes in Your Cummunity Want This NEW 


SHEFFIELD 


Combination Handy Home Packet of 
PAINT °F PAINT 

gt yt ys For touching up pic- 
g the home, this new 
SHEFFIELD Handy 
Home Packet is just 
container remind folks of their 
needs, and turn quick sales for 
you. Order from your jobber 


oz. bottle 
ture frames, radia- 
the thing. Simple to use and 
—or send coupon for FREE 





Powder (Gold or Alumi- 
hair brush. 


num); soft 
Retails for 

















Bronzi Li- 
quid; Tube of "Treas 
tors, and scores of 
other objects around 
invitingly priced. Don’t delay 
letting its eye-catching counter 


24 quick profite—and 
this is the only 
salesman you need. 
Put “him” to work 
NOW. 


MAIL COUPON 


Sheffield Bronze Powder Co., 2581 E. 55th St., 
Sheffield Bidg., Cleveland, 0. 

Send FREE package Sheffield Handy Home Packet (Gold Paint) (Aluminum 
Paint) (check which), full details, and new 1929 Sheffield catalog. 
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“All Scissors Are Shears—All 
Shears Are Not Scissors” 


(Continued from page 99) 


his knife a few strokes on the steel—he rectifies or 
straightens up the edge. We all know that paper is 
hard on scissors, and will roughen the edge very quickly. 
By just stropping or wiping the edge with the thumb its 
life of usefulness will be lengthened ; also remember the 
screw hole requires a little oil occasionally, and do not 
continue to use a scissors when they are very loose. In 
order to make them cut one forces one blade against the 
other at the wrong angle and wears them away. 

Generally speaking, cutlery should be displayed with 
the mark or name side visible. Scissors the “head of the 
screw” side up, pocket knives the mark side of the master 
blade. In the case of name plates or shields in the scale, 
they should be shown that side up which invariably is 
the same as the mark side of the master blade. Butcher 
knives, carvers, kitchen knives, etc., always name side 
“up”; in other words, “visible” either laying down or 
hanging. 


Meeting Chain Store and Mail 
Order Competition 


(Continued from page 88) 





garding selling or not selling to catalog houses and chain 
stores. We believe this so strongly that recently we 
wrote to all hardware retailers stating our position in the 
matter. 

“We have for years nailed this flag to our mast and 
fought under it,” the letter stated. “We did it primarily 
from a purely selfish motive. We believed and now 
believe that the largest distribution of tools has been 
and will be through legitimate hardware channels. 
Manufacturer to jobber to dealer. Jobbers and dealers 
accepted our policy—applauded it, but did not always 
support it. 

“With the growth of chain stores and catalog house 
stores, the fighting lines are being tightly drawn. Legiti- 
mate jobbers and dealers hold the balance of power, but 
have ,not yet learned how to use it. 

“When manufacturers elect to sell catalog houses and 
chain stores at prices that dealers cannot meet, when 
buying through their jobbing channels, the question be- 
comes a serious one. The answer, as we see it, is that 
jobbers and dealers must line up their strength with 
manufacturers whose policy supports them. Then they 
must tie up with such manufacturers 100 per cent and 
not be led astray by a small price advantage given them 
from time to time by manufacturers outside the pale. 

“We are all getting ready for a battle over a long 
swing, and the final outcome rests in the hands of job- 
bers and dealers. Supporting those who support them 
will bring victory to legitimate hardware distributors, 
but the fight must be shoulder to shoulder, with no 
wavering.” 

A chain is no stronger than its weakest link. It de- 
pends entirely on hardware jobbers and dealers how 
strong the chain of legitimate distribution will be. 

They can pick and choose the lines they stock and 
sell. If they do this wisely, with a full realization of 
what is at stake from their own standpoint, then we 
know that the policy of distribution—manufacturer to 
jobber to dealer—is the right policy for us and for 














them. 




















HARDWARE AGE for APRIL 4, 1929 


111 





When Young Displays Tools in 


Window, Sales Increase 
(Continued from page 45) 


of trade. The company encourages “amateur mechanics” 
and lends every assistance to them in the selecting of 
tools, choice of materials, etc. Recently there was added 
to the Young stock a quantity of power tools, for the 
retail firm believes there is a large field for these items 
which are undoubtedly great savers of time. 

The photograph illustrated is of a recent tool display 
in the Young store. It has an unusual attractiveness and 
balance. The display is not crowded and through the 
clever use of display stands, drapery and dealer helps, 
the window was given a strikingness and appeal seldom 
found in tool displays. 


The Indispensable Middle-Man 


HE widely prevalent notion that modern business 

necromancy is doing away with the middleman, by 
whatever name he may be called, is characterized as a 
myth by W. M. G. Howse, general chairman of the Na- 
tional Wholesale Conference, which, under the auspices of 
the Chamber of Commerce of the United States, is making 
a survey of this phase of distribution. 

The function of the middleman, the conference has 
found, is indispensable. Neither the chain store nor the 
mail-order house can evade it. A manufacturer or dis- 
tributor might do his own wholesaling or pay someone 
else to do it. But somewhere along the line it must be 
done. 

“Whether you call it wholesaling, jobbing, factory-to- 
consumer distribution, chain-store merchandising or what 
not,” says Mr. Howse, “there must be some machinery to 
move goods from producer to consumer. 

“There is an inevitable cost involved in such distribution, 
whether it is a golf ball made in Newark and first shot 
from a tee in Los Angeles, or apples picked by a farmer 
and displayed in twenty-five cent baskets at his roadside 
stand presided over by the wife and children. 

“Although a certain portion of special lines of com- 
modities might be economically marketed by new and un- 
usual methods, the great bulk of every commodity must, in 
the interest of producers and consumers themselves, have 
the services of wholesalers and their expert knowledge of 
the best markets and the most economical means of reach- 
ing them.” 


Different Kinds of Folks 


T takes all kinds of folks to make a world. People are 

the principal raw material of life. Wise men take 
pleasure and enjoy profit by having as wide knowledge of 
people as they can possibly compass. It is a valuable 
thing to know how a certain type of mind will behave 
under any given set of circumstances. The good manager 
picks his men, not according to his personal likes and dis- 
likes, but by their ability to function properly in their jobs. 
It is important to get people who will cooperate in the 
details of business, but personalities should be a subordinate 
matter with the big boss. If that is not so, he is not big 
and symmetrical, but the reverse, even though he may 
have attained some eminence in business. The big men 
get and hold the big jobs because they take a big, broad 
view of the world, their business and the relation between 
cause and effect—Harris-Dibble Bulletin. 








BLUE BIRDS: 


A Fast Selling, Profitable Line of Drop 
Forged, High Quality Tools for Resale at 
Popular Prices 





Reg. U. S. Pat. Off. 







The “Trade Mark” is 
a guarantee of satis- 
factory service 


aryrmtin AZaZCw~s 
Om a or ad > oe 





STRAIGHT OR COMBINATION PATTERN 


All Blue Bird Tools Are Highly Finished and Attrac- 
tively Packed—Handles Royal Blue 


Ask Your Jobber or Write for Catalog 


BERGMAN TOOL MFG. CO. 


BUFFALO, N. Y., U. S. A. 




















Catching the Eye of the 
Passerby 


“Goods well displayed are half 








sold.”’ To this precept we add 
another—‘‘An effective display card 
clinches the sale.’’ 


But what about your 
display cards? Do 
they catch the eye 
of the passer- 
by and awaken 


They 
should — they 
can! With the 
Stencilor you 
prepare your 
own display 
cards or stream- 
ers and are as- 
sured of perfectly 
lettered, per- 
fectly aligned 
jobs. No fuss 
—no bother—even the beginner’s work bears the stamp of the ee 
The Stencilor provides you with everything needed—all ha! 

compact case that has become STANDARD EQUIPMENT WITH CHAIN 
STORES AND OTHERS. Display your stock with Price Tickets, Show 
Cards and Signs made up-to-the-minu‘e with the Stencilor. For detailed 
information and prices write 


DISPLAY MATERIAL CO. 


774 Grand Avenue, St. Paul, Minnesota 
(fee Attach this coupon to your firm letterhead 
Send to your nearest office— 

DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Mina. 
Eastern fone Display Material Co., 191 Pearl St., 
New York, N. Y. 
Canadian Agents, Display Card Co., Ltd., 
Toronto, Ont. 
Central States Agents, Stencillor Sales & Supply Co., 361 
W. Ontario St., Chicago, Ill. 

Please send me without obligation a copy of your book, 
“How to Make Signs."’ 





11 Inkerman St., 
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ACME ce crzam ereezer 


Emphasize to your customers the wonder- 
ful value they are getting for the price when 
they buy any size or style of 
ACME All-Metal Ice Cream 
Freezers. Retail at: 2-qt. Bright 
Galvanized, $1; 2-qt. and 4-qt. 
Enamel or Galvanized, $1.25 and 
$2.25; pint ACME Jr., 60c 
















140 BROADWAY, NEW YORK NY 


- BUY FROM YOUR JOBBER 


After Purchase What Then 


Does your line of shears 
give the satisfaction that 
makes permanent. cus- 
tomers? 
















The 
Cronk & Carrier 
«. . 
Montour Falls, 
x ¥, 
Cronk’s Improved Grass Shears 
have the effidiency and other 
fine qualities that are claimed 
for it. Consumers know this line, 
and when you sell it, you create 
permanent, enthusiastic customers. 
No shears are ‘‘just as good.’’ Write 
for catalog. Your jobber will quote. 


We also make ‘“‘Potter and Swineford 
Products 


—CRONK’S— 
GRASS SHEARS 


MASTER BAKE POT 


HARDWARE MERCHANTS! 
Women want this 
greatly improved 
Kitchen Utensil 


i l\ 
’ Show the MASTER BAKE POT and 
you'll sell it! Explain how it bakes 
K and roasts food right over the open 


flame—how it effects an amazing sav- 
ing in fuel. The MASTER BAKE POT is nationally 
advertised in Good Housekeeping, Ladies’ Home Journal 
and Saturday Evening Post, which have a combined cir- 
culation of more than 6,900,000. Hundreds of your cus- 
tomers read these magazines. 


Write or wire for complete details. 


No. 19 



















MASTER BAKE POT CO. Bloomfield, N. J. 














Sales donb- 
ling and 
% trebling be- 
cause cut- 
ter-proof, file- 
proof, weather-proof, 
‘ low-priced. 

E. P. HURD, Leck Builder 
Detroit, Mich. 








SNAP LOCKS 





Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIA- 
TION and SOUTHERN HARDWARE JOBBERS’ ASSOCIATION 
Joint Convention, Edgewater Park, Miss., April 22, 


| 23, 24, 25, 1929. Headquarters, Edgewater Gulf Hotel. 
| 


Charles F. Rockwell, secretary-treasurer, American 
Hardware Manufacturers’ Association, 342 Madison 
Ave., New York City. John Donnan, secretary-treas- 
urer, Southern Hardware Jobbers’ Association, Rich- 


| mond, Va. 


AMERICAN STEEL AND HEAvy HARDWARE ASSOCIA- 
TION CONVENTION, Washington, D. C., May 21, 22, 23, 
1929. Headquarters, Hotel Washington. B. R. Sack- 
ett, secretary-treasurer, 503 Arch St., Philadelphia, Pa. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May 7 and 8, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Build- 
ing, Little Rock. 

HARDWARE ASSOCIATION OF THE CAROLINAS CON- 
VENTION, Blowing Rock, N. C., June 11, 12, 13, 1929. 
Headquarters, Mayview Manor. Arthur R. Craig, 
secretary-treasurer, Charlotte, N. C. 

LOUISIANA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Mansfield, June 10, 11, 12, 
1929. Guy Nason, secretary, Starkville, Miss. 

METAL BRANCH OF THE NATIONAL HARDWARE As- 
SOCIATION OF THE UNITED STATES CONVENTION, De- 
troit, Mich., May 16 and 17, 1929. Headquarters, Stat- 
ler Hotel. George A. Fernley, secretary, 505 Arch St., 
Philadelphia, Pa. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missourt ReTarL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuipition, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1920. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MississipP1 RETAIL HARDWARE AND IMPLEMENT AsS- 
SOCIATION CONVENTION, Gulfport, June 17, 18, 19, 1929. 
Guy Nason, secretary, Starkville. 

NATIONAL ASSOCIATION OF PURCHASING AGENTS 
ConvENTION, Hotel Statler, Buffalo, N. Y., June 3, 4, 5, 
6, 1929. B. W. Hall, assistant secretary, 11 Park Place, 
New York. 

NATIONAL RetatL HARDWARE ASSOCIATION CON- 
Gress, Oklahoma City, Okla., June 24, 25, 26, 27, 28, 
1929. H. P. Sheets, managing director, 915-935 Meyer- 
Kiser Bank Bldg., Indianapolis. 

Otp Guarp SOUTHERN HARDWARE SALESMEN’S As- 
SOCIATION, Edgewater Park, Biloxi, Miss., April 23. 
Headquarters, Edgewater Gulf Hotel. R. P. Boyd, 
secretary-treasurer, Box 19, R. F. D. No. 4, Knoxville, 
Tenn. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 8, 9, 10, 1929. 
Headquarters, Amarillo Hotel. C. L. Thompson, sec- 
retary, Canyon, Tex. 

SoutuH Daxota Retait HarpwAaRE ASSOCIATION 
CONVENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis, 
Minn. 

SoUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociaTIon, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15, 16, 1929. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 
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NON-POISONOUS 


WEED KILLER 
In the Handy Duster 


Feature this attractive counter carton and window display, 
and tie in with the national advertising campaign now running. 
Quick turnover—good profits. 

Simply shake powdered weed killer from the perforated con- 
tainer on weeds to kill all vegetation in paths, driveways, 





cutters, fields, 


ete 
Selis on —, “A remarkably effective weed killer. Repeat 
Write today for prices and literature. 


Chipman Chemical Engineering Co. Inc. 


BOUND BROOK, N..F 























on 


Made in Sweden—and fully guaranteed. 
Especially adapted for soft metal. 


They are reliable, have endurance, uniformit f t 
hold their sharpness. ico yi 


i 





Bastard Flexible Blades 
Smooth Tanged 
Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 


Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING CO., LTD. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 








Tools Tools 
in ; in 
Six Three 

Sizes Ca Styles 


If you want Good Tools look for this Trade Mark. The 
tool steel Jaws are firmly clamped between steel Plates. Scien- 
tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money 

If your Jobber cannot supply you, write us for Literature 
and Prices. 


CAROLUS MFG. CO. 


Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 


Sterling, Ill. 











ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Carefully machined from selected Alloy Tool 
Steel, heat treated, hardened and oil tem- 
pered, these improved design (Knife Blade) 
cutter wheels cut much faster, require less 
power and last longer than ordinary wheels. 


Smooth or Knurled Edge 
These wheels can be bought at all leading 
supply houses for all makes of pipe cutters. 
Made with smooth or knurled edges. 

Write today for Catalog P-10, 

showing and describing ARM- 

STRONG BROS. Line of Better 

Pipe Tools. 


Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 




















You 








] 
cant 
Rubyfluid makes the tight- 
sell est kind of a joint with the 
thinnest film of solder. Its 
a great economy sells it. 
better Sample Free to any dealer 
flux RUBY CHEMICAL CO. 


68 McDowell St., Columbus, Ohio 











NOW is the TIME to Buy WASHBOARDS and IRONING TABLES 


FEDERAL WASHBOARDS and KING IRONING TABLES are the ones you 
should buy—A High Grade Line, well and favorably known—Quality Mer- 
chandise properly priced together with SUPERIOR SERVICE means SALES 


VOLUME—It is just what you need—Write for our proposition, catalogues 


and circulars. 


THE FEDERAL WASHBOARD CO. Gen’ Ofices TIFFIN, OHIO 
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BABCOCK SPRUCE LADDER( 


Babcock Ladders 
are made SAFE for 
every purpose. 

Every style is man- 
ufactured from Air 
Dried, Clear 
Grained Spruce. 
The full strength is 
left in the lumber. 


They sell on merit. 
Order from us now. 


We pay the freight. 









Bee 














































MOTOR EQUIPPED 
MYERS POWER PUMPS 


SE REGISTERED TRADE NAME sO LVE MO D E R N 








From the farm to the factory—you will find 
the field for the sale and installation of 
Myers Self-Oiling Power Pumps as wide as 
you wish to make it. 










Myers Self-Oiling 


Power Pumps are easy 
tounderstand, easy toinstall, 
easy to maintain. They repre- 
sent long years of pump build- 
ing experience, inventive genius 
and exacting care, and bring to 
those who have water problems 
to solve a new standard of ser- 
vice that makes the name 
MYERS synonymous with busi- 
ness and profits for those who 
sell them. Consult our Engi- 
neering Department and get 
complete information and cata- 
log. 



































CAPACITY 

300 70 9000 

GALLONS PER 
HOUR 











FURNISHED 
WITH eee madly HOUT 

































Gers i F.E.MYERS & BRO.¢e: 
, Oe YE RS POOR HANGERS ASHLAND, OHIO. 
\ . Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose 
WATER SYSTENS-HA HAY and GRAIN UNLOADING TOOLS - BARN. FACTORY end 
E DOOR HANGERS: STORE LADDERS. Etc. 
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SIGNS of SPRING 


The trees burst out in green, flowers bloom, robins 
and customers begin to ask for 


start to chirp... 


MLO NTE 


SPRING IS HERE! 


Stock up for the big spring demand for “Buffalo” 
Galvanized Hardware Grade Wire Cloth—for wise 
customers will want a cloth that’ll wear—and not 
an inferior substitute. 

“Buffalo” Wire Cloth’s durability comes from 
careful and accurate weaving of highest grade 
wire, and the thorough galvanizing by the Buf- 
falo “hot process” which firmly solders every joint. 
Standard sizes (2 to 8 mesh) are carried in stock 
for immediate shipment. Put up in rolls, 24”, 
30”, 36”, 42” and 48” wide, 100 ft. long. All 
other widths are available for prompt delivery. 
Telegraph, Telephone or Radiogram your Rush 
Orders—immediate shipment. 


BUFFALO WIRE WORKS CO., Inc. 


(Formerly SCHEELER’S SONS) Est. 1869 
518 Terrace Buffalo, N. Y. 
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No. 52 
Snap Top 
Oil Cup 





9 


No. 5739 
Wick Feed oo 
oi C 

















GREASE Cups 


and OIL Cups 


An intelligently selected stock of grease and oil cups is in- 
dispensable to the hardware dealer. The constant demand 
for them as repair and replacement parts as well as for new 
work makes them a profitable article to handle. Your stock 
is incomplete without them. 


You cannot go wrong in stocking Empress Grease and Oi! 
Cups. Manufactured by a concern whose sole business for the 
past thirty-eight years has been the manufacture of lubrica- 
tors for every purpose, they are preferred by machinery build- 
ers as standard equipment on all types of machines. 


The few styles shown here are excellent for the hardware 
dealer’s stock, but other Empress cups are equally good. Your 
‘jobber handles them. 


BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK 


Branches 
CHICAGO, 412 Wrigley Bldg 
CLEVELAND, 7113 Euclid Ave 
MINNEAPOLIS, 983 17th Ave. 


NEW YORK, 220 Broadway 

DETROIT, 2760 W. Warren Ave. 
KANSAS CITY, 411 Mutual Bldg. 
BOSTON, 161 Massachusetts Ave. 


Complete data on these cups and over fifty other types of grease 
and oil cups is given in Booklet No. L-104 A. Write for it to-day 


SAN FRANCISCO, Monadnock Bldg. 








No. 200 
Plain 
Grease Cup 





No. 207 
Leather Packed 
Grease Cup 





No. 249 
Ratchet 
Grease Cup 
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— is probably of more general interest to industry than any other one subject. Main- 
tenance men, and those who watch maintenance and production costs, can take a leaf from the book 
of experience of thousands of exacting operating men by studying the results of Dixon’s Flake Graphite . 
lubrication. 

For more than 100 years Dixon’s Flake Graphite has been spreading its smooth, unctuous veneer over con- 
tacting surfaces, reducing friction and wear to a minimum—producing dead smooth bearing surfaces that 
are so necessary to cool running and long life. 


The results of this century of experience in handling pure Flake Graphite and 
the various greases compounded with graphite are yours for the asking. Send 
today for Booklet No. 40 KP. 


JOSEPH DIXON CRUCIBLE COMPANY 


Jersey City XOK New Jersey 


Established 1827 


\ 































Dixon’s 
Graphite Products 


Flake Graphite 

Graphite Cup Grease 
Waterproof Graphite Grease 
Silica-Graphite Paint 

Boiler Graphite 

Graphite Spring Oil 
Graphite Seal* 

Pipe Joint Compound 





*An entirely new and improved 
type of graphite sealing paste 
especially prepared for use on screw 
thread, flange, and gasket joints 
and valves of pipe lines carrying 
hot or cold mineral, vegetable and 
animal oils, gasoline, benzine, naph- 
tha, creosote, tar, etc. 














He Advertised in the Right Medium 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 
Section of Hardware Age— 

A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 
the right medium. 

Hardware Age is noted for quick results—try it—send 
your ad to— 





Classified Opportunities Dept. 


Hardware Age 239 W. 39th St., New York 
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CORBIN 


Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain. 

Register Chain 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 

Speedometers 


CORDIN 











UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 











AGE LAWN FENCE; 





Perfection — 
36,42 and 48 inch heights 
A very popular design 


widely used for gardens. 


Close spacing of pickets 
at bottom leaves no foot- 
hold for anon peset 
against dogs, cats, chick- 
ens and small animals. 


Since 1883— 


asking. 









Page, America’s first woven wire fence, has 
proved its quality for 46 years. Fence buyers know 
Page Lawn Fence assures them added value. 

Its known value brings you the lawn fence busi- 
ness of your community when you stock Page. 
There are two styles to meet price requirements. 
Both are made to Page standard of quality con- 
struction, plusa heavy coat of galvanizing to resist 
rust—long wear and satisfaction assured you. 
Complete information, prices and the name of 
the distributor in your vicinitv, are yours for the 
















Economy 


36, 42, 48, 60, 72 and 84 
inch heights 






PAGE STEEL and WIRE COMPANY 


Bridgeport, Connecticut 
FENCE DEPARTMENT 





A moderately priced 
fabric that ecanbines util- 
ity with durability. Plain 





District Offices: 1 leat distal I 

Chicago New York Pittsburgh San Francisco ee: fan oe ified. 

An Associate Company of the American Chain Company, Painted green to order at 
Incorporated slight additional cost. 


In Canada: Dominion Chain Company, Limited 
Niagara Falls, Ontario 


"= 
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Complete Tool No. 4SC 


A POPULAR SELLER 


Of ae NON ee ee 


SPEEDY CULTIVATOR 


Registered in U. S. Patent Office 


Right Repair Handle No, 306 





Y 




















Called “Speedy” because it cuts in half the time of culti- 
vating, as it is not necessary to lift the Speedy Cultivator 
up in the air and drive it into the earth as with a hoe; 
“Cultivator” because the four sharp, curved tines are cor- 
rectly spaced to thoroughly break up the ground as they 
are drawn through the soil with an easy, pulling motion. 
On account of its small size, areas inaccessible to any 
other tool, such as under shrubbery, hedges, low-growing 
evergreens and between plants in rows, are easily cared 
for with a Speedy Cultivator. 


SELLS IN ANY COMMUNITY 


Whether your store is located in a farming area, truck 
garden or nursery section, or in the urban districts, the 
Union Speedy Cultivator is a fast seller. 


RE-ORDERS PROVE IT 


Re-orders from dealers who stock this tool prove it to be 
one of the fastest moving items in their assortment of 
farm and garden implements. 


CONVINCE YOURSELF 


Return this advertisement with sixty-five cents and a 
Speedy Cultivator will be shipped to you, charges prepaid. 
Just display it in your store—and popular demand will 
convince you that it’s a real money-maker. 


ee eee 
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INCREASE SALES 
25 to 40 Percent 


The Union Display Rack of- 

fers the best means for dis- 

playing and increasing sales 

in farm and garden tools. 

Write for details on how you 
may secure a rack 


F R E E 


TO PROTECT TH BURNED IN HANOU 
USERS OF paoss UNIO GUARANTEES — 
Aam = ToOLs MADE 
Made only by 


THE UNION FORK & HOE CO. 
Columbus, Ohio 


Manufacturers of a Complete Line of 


Forks, Rakes, Hoes & Special Purpose Tools 



















































profitable 


line to carry 

















There’s a fast turnover when 





you handle Sweet’s Steel 





Fence Posts because they ap- 
peal to the buyer from every 





ye tatelersiial em Malate ticrtaalttare 


utility for every wire fence 
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their pleas- 


all offer a 


PVatemelti al elitiaw 


Ing appearance, 





commanding sales appeal 


that you cannot overlook. 


WEETI 


Why not avail yourselves of 
as Vemma) a} araadtlalia mmm commalalcitel 























the best steel post sections 





eniit iris cae eitiaslatiterans 


low prices? Samples sent on 






request. 
SWerei'S STEEL 
COMPANY 


WILLIAMSPORT, PENNA. 











Steel Posts 
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SHERMAN 


Swinging Spout 


Double Laundry Tray Faucet 





The Best Competition Unit 
Ever Placed on the Market 


Made of malleable brass of high copper content. 
Will stand considerable bending without break- 
age. Note graceful design, so placed as to insure 
ample strength without use of clumsy metal. 


Handles are made flat and interchangeable. They 
are marked “Hot” and “Cold.” The only Laundry 
Tray Unit (as far as we know) at present so 
marked. 


This unit is made in one piece which eliminates 
the possibility of lost screws and parts. The long 
spout is tipped so as to allow the water to throw 
far out toward center of tub. A pail placed under 
faucet can be quickly filled without any of the 
water flowing into tub. 


This faucet is fitted with 200-lb. pressure ground 
joint hexagon union which does not require use 
of a pipe wrench to hold the union. 


Packed completely assembled ready for installa- 
tion in strong box. Order NOW. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
















Rim Night Latch No. 1504 


For 75c Your Customer Buys This 
Eagle Rim Night Latch— 
With a Good Profit to You 








A New Rim Night Latch with warded 
mechanism, enclosed in a heavy wrought 
steel case 3144 x 2 inches, which is hand- 
somely finished in Ivory Black. 

Bronze Plated Knob, Bolt and Escutcheon. 
Two flat Steel Keys, 6 key changes. 


The Steel Case and Strike gives maximum 
. . > & 
protection against’ successful attack by force. 


An unusually good value to retail at 75c. 





List price $8.00 per dozen. 








The Eagle Quality Line 


Night Latches Cabinet Locks 
Trunk Locks Store Door Sets 
Front Door Sets Padlocks 

Wood Screws 


Eagle Lock Co. 


General Sales Office 
26 Warren St. New York 


RBG. IN U. 8. PAT. OFF 
Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 


RBG. IN U. 8. PAT: OFF. 
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The strength and quality of SPARGO 
COPPER AND BRONZE CLOTH 
offers to your customers a real and last- 
ing protection against insects. 





Stocking our quality COPPER AND 
BRONZE Cloth will increase your sales 


and make your customers happy and 
satisfied. 


YO 
Spargo Wire Co. 


Rome, N. Y. 


Chicago Office 
174 No. Wacker Drive 


New York Office 
41 Murray St. 








Now 


more than 
ever before 


it is essential that you study 
your market reports care- 
fully and consistently. 
Every important price 
change in the trade is re- 
corded in these columns 
weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most authen- 
tic published. ° 


Use them as a_ buying 


euide. 


(ey 


Hardware Age 


239 W. 39th Street, New York City 
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DIETZ NO.2 D-LITE 
THE STANDARD COLD BLAST 
SHORT GLOBE LANTERN 


Cer T27 


NY customer who wants a kerosene 





lantern of maximum lighting power 
in smallest possible size will like Dietz 
No. 2 D-Lite. It is 114 inches shorter than | 
cold blast, high globe Dietz lanterns of 
equal lighting power. 


| 

| 
Utmost dependability, structural niceties 
and fine appearance are equally familiar 
advantages of Dietz No. 2 D-Lite which 
have made it universally popular and | 
A BEST SELLER. For doubled oil 
capacity sell Dietz No. 2 Large Fount | 
D-Lite. | 


Z..2z..2..z..2_ 2 -- 
, a eS  —E— —— ——————————————_—_—_—_—_—_—— ee 











R. E. DIETZ COMPANY | 
NEW YORK 
Largest Makers of Lanterns in the World— 


Founded 1840. Output Distributed Through 
the Jobbing Trade Only. 


a a a a a a 
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Exrrupep Merat PADLOCKS 





I 2881 
Size 1% x 1% inches 


These Padlocks need no introduction to the trade. 
For years CORBIN has made Extruded Metal Pad- 
locks. Each year has seen improvements in their 
construction until today they stand supreme in lock 
perfection—the last word in Strength, Security and 
Durability. 


Made in ten sizes, from 1 to 3 inches. Shackles in 
various heights of either brass wire or steel, case- 
hardened. These locks can be made Alike, All Differ- 
ent, Master-Keyed and Grand Master-Keyed. 


Such features as these make a padlock that will give 
satisfaction at all times, under all conditions. 





Noe. 1932 No. 2112 
Card Holder Hinge 
No. 3060%4 No. 1764 No. 03700 
Friction Catch Shelf Rest Corner 


Many items of interest to the Hardware trade is 
contained in our Miscellaneous catalogue. Have 
you a copy? One sent on request. 


Write today for circulars describing our line of Pad- 
locks, Automobile Locks, Cabinet Locks, Trunks, 
Suitcase Locks and Trimmings, Miscellaneous Hard- 
ware, Keys and Key Blanks, Apartment House Letter 
Boxes and Home Saving Banks. 


CORBIN CABINET LOCK CO. 


Tne AMERICAN HARDWARE CORPORATION Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW. YORK CHICAGO PHILADELPHIA 
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Bommer 
Spring 


are 
the best | o 


Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 
Follow the line of least resistance 


use BOMMEP aways 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 









the best 










































POULTRY*seNETTING 
Galvanized Before and Galvanized c/fter Weaving? 
Yer a (a A a AA LPP a ae 
we \- ee 
yx Porches 


° ome 4 
(us er) on, 


/ Mad 


| UALITY ; 
> Rprodgucts 
= sels 


“Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Estoblished 1818—America’s Oldest Woven Wire Factory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wie Goth i in all Meshes and Gauges 


Mew York City Kenese Gy - 





















Fa 
rom an Flectric | Gloster 
loa Battleship 


We make “Commercial” bearings for eyery conceivable 
purpose. They are exceptionally efficient because of the 
three-point contact. There is a larger number of balls. 
Speeds up to 2500 R.P.M. Combined radial and thrust 
load with thrust in either direction. Write us! 


The Schatz Manufacturing Co. 
Poughkeepsie, N. Y. 
Agents: J. C. McCarty & Co., 253 Broadway, N. Y. City 








BUSINESS 


must be regulated as well 
as traffic. We stopped 
you just long enough to 
say that all Classified Ad- 
vertisements in Hardware 
Age must reach us nine 
days before the publica- 
tion date to insure inser- 
tion. “GO” to it. 


Hardware Age 


239 West 39th Street 
New York City 
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Roll Call & 


KESTER Corps of Flux Core Solders 


GENERAL UTILITY: Attention! State your duties! 

ACID CORE: I do the heavy fighting; conquer the tough soldering tasks 
that industries, mechanics, farmers ont others have. 

METAL MENDER: J attack with ease all household and other odd sol- 
deri obs; vanquish waste; help boys make toys and men make 
useful things. 

ROSIN CORE: I maintain the lines of communication; and do other 
particular jobs; I’m the foe of corrosion. 

RADIO: I’m the chief aide-de-camp to the radio set builder and repairer. 
Radio engineers rank me high for permanent, fine work. 

PASTE CORE: The electrical squad and general duty for me. Like other 
Kester Solders I’m two-in-one—solder and flux combined —and 
save both time and money. 

CHORUS: We're Kester Flux-Core solders true, 
A corps of cores, all made to do 
Much better jobs and quicker, too; 
A touch of heat; the job is through; 
Both time and cost we save for you. 

COUNTER-SIGN: Over counters fast we go, with sales and profits high, 

Our national ads are helping you to make the buyers buy 
Established 1899 ’ 


CHICAGO SOLDER CO., 4205 Wrightwood Ave., CHICAGO 


KESTER sine SOLDER 





— MOE’S LINE — 


Here is Moe’s new “Big Boy” poultry feeder, 
made especially for growing pullets and full grown 
hens. 

Holds 75 lbs. of dry mash and has 34 feeder holes. 
These feeder openings are exactly the right size 
and shape, and correctly located to prevent waste 
and yet give easy access to the feed. 

One of many popular items in “Moe’s Line.” A 
high grade line of supplies—Often imitated but none 
quite so good! Write for Catalog and prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, Il. 



















CW 


No. 201 Night Latch 


is rapidly achieving a nation-wide reputa- 
tion among builders and architectural 
circles where the finest locks only are 
considered. 

This night latch is priced comparatively 
low because of the steadily increasing 
demand. 


CQDINDEPENDENTIOCKCO.D 


FITCHBURG, MASS., U. S. A. 








ew and Better Slide for Furniture 








OR your customers’ furni- 
ture, offer Indian Glides. 
They are so much better, 
and so easy to sell. A display 


on your counter and in your 
window is a constant reminder. 
They sell by the dozens, to 





fill that urgent demand for a 











Note the inset sharp 
prongs, the large 











slide which is so easy to apply 
—drives quickly, yet will not 
split furniture legs. 
glass-hard gliding Ss 

surface. ve) 





The inset prong allows a larger 
glide to be used. The glass- 
hard, smooth surface lasts in- 
definitely. 


In this new merchandiser you 
will sell Indian Glides in quan- 
tities. Your customers all want 
them—the display makes the 
sale. Order today from your 
jobber—or direct from us with 
your jobber’s name. The carton 
costs $1.40—sells for $2.40. 


per set of four 
48 sets to a display. 


The Mattatuck 


Waterbury 
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LT LESS 
STERS 


FAULTLESS CASTER COMPANY 








Divot Bearing 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





It cuts clean 
and quick 


Oswego 


Standard 
Pipe Cutter 


ERE is a tool that cuts down the time of pipe 

cutting, thus cutting costs. The frame is drop 
forged steel, assuring rigid holding of the cutting 
parts, keeping them in true position at all times. It 
is a combination one-wheel or three-wheel pipe cutter, 
as two wheels can be replaced by two rolls when 
desired. 

The usual Oswego workmanship, every part 
rigidly tested and guaranteed, as are all Oswego 
products. 

The line includes Wrenches, Vises and a wide 
variety of construction tools. The Catalogue illus- 
trates and details fully. 


THE OSWEGO TOOL CO. 


Established 1887 Incorporated 1893 


Oswego, New York 












Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 

with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
, asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 




















WHERE BUYERS and SELLERS MEET 


W HEN you are in the market to buy or sell a store, to secure help Hardware Age is the 
or a position, or to secure sales representatives or a sales account authoritative national 
look over the offerings in the Opportunity Exchange section of pa st send nage 

Hardware Age. If you don’t see just what you want, ask for it as jobb are y i ae psi 

there is always some one who will be interested in your proposition. of the country. : 


Rates on Request. 
HARDWARE AGE pope eee boot. 


239 W. 39th Street, New York 
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WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Fr isco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 











~-( CHICAGO) 








DOOR SPRINGS 


The for The 
Reliance 


Single Acting Doors Chicago 
hung with : 
springless hinges 


The “Chicago” and 
“Reliance” Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension. The Re- 
ss, liance is exceptionally 
heavy and more power- 
ful than other types of 
greater length. 





Type 270 Type 280 


Send for Catalogue H42 


Spring Hinges for every requirement 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 























A NEW 


Live 
Seller 


ERE is a proven fast seller 

and money maker among the 
furniture and cabinet trade, also 
manual training schools. It has 
instant appeal—low selling price 
—generous margin—all year turn- 
over. 

Stearns Improved “I” Bar Car- 
penter’s Clamp is not notched, 
meaning full strength. Special 
cam locking device assembled with 
slide. Has teeth formed at point 
of contact with bar. Holding power 
increases with pressure on slide, 
making a sure locking device. Fit- 
tings of malleable iron. Metal or 
wood handles. 

See your jobber, or write direct. 


E. C. STEARNS & CO. 
SYRACUSE, N. Y. 


Sales Representatives 
W. R. Voorhees & Co., 417 Market St., San Francisco. 
Thomas A. Troy and Son, 200 Varick St., New York. 
A. H. Deveney & Co., 707 4th National Bank Bldg., Atlanta, Ga. 
Hardware Agency Company, 76 Batterymarch, Boston, Mass. 


STEARNS “Hercules” 


Improved 


‘“T”’ Bar Carpenter's Clamp 





Interior view of 
slide showing cam 
and epring. 





























The New Heller 
Merchandise 
Cabinet 


Wall Display 
Cabinets Increase 
Sales 


Here is a_ real profit 
maker for your store! A 
tireless worker for you, 
scientifically designed to 
better your sales. 


Low priced articles dis- 
played in the New Heller 
Merchandise Cabinets at- 
tract customers, but the 
impressive display of 
high grade merchandise 
on the cabinet doors—just on the level of the eye impels them 
to buy the latter. Result—-more profit for you! 





No wonder the New Heller Merchandise Cabinets were the talk 
of the hardware conventions. No wonder stores all over the 
country which have already installed the New Heller Mer- 
chandise Cabinets are reporting increased sales! 


Send the coupon for full information. 


HELLER 


Business Building Store Equipment 
W. C. Heller & Co. 69-A W. C. HELLER & CO. 


Montpelier, Ohio. 
I want to know all about the 700 Bryant Street, Montpelier, 
new Heller Merchandise Cabinet Ohio 


I understand this does not obli- New York Office, 20 Vesey St., 


gate me in any way. My name Suite 500 
and address appear in the mar y vs 
gin below. Write name and address in margin below 

2 

! i 


1-4-29 
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370 ATLANTIC AVE., 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES | @ 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 





BOSTON, 
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The Increasing Demand 
for the Best—calls for 


Be MODEL 


You will find 
Skyscrapers 
easier to sell, 
easier to stock 
and easier to 
ship — and with 
a real profit for 
you. 





ASK YOUR JOBBER 
SKYSCRAPER RUBBISH BURNERS 


EASTERN NAIL COMPANY 


Sole Distribution 


170 Union Avenue, Providence, R. I. 


SILVER 
LAKE 


Clothesline 


Solid braided 
100% cotton. Sold 
in the hank or on 
metal reel,—all lines 
have handy metal 
loop. 
| SILVER LAKE Co. 
Newtonville, Mass. 








Sevmoue Smit 
Lively Spring Numbers— 


PRUNING SHEARS 
TREE PRUNERS 
LOPPING SHEARS 
GRASS SHEARS 


Handy Grass Shears 
ALSO:— 
Bull Rings 
Cattle Leaders 
Grape Shears 
Catalogue C Describes Them— 
Send for Your Copy. Ne. 30 California Pattern 


Manufactured by 


SEYMOUR SMITH & SON, INC., Oakville, Conn. 
Sales Representatives: John H. Graham & Co., 113 Chambers St., New York. 




















Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
these pages. Don’t wait for the 


jobber’s salesman. You may forget. 








VER lake 
Guaranteed 
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Or Dry Aen 
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Meni “RED END” RULES 


YOU CAN’T BUY A BETTER FOLDING WOOD RULE 









Hard Enamel Finish, Brass Strike Plates, and Rust- 
Proof Spring Joints make these rules most serviceable. 
Bright Red Ends give them a very smart appearance. 


Send for Catalog of | THE [UGFRIN, i” OGLE Ci: o. 
Ni A P E S = R U i. E S Windsor, Ont. SAGINAW, MICHIGAN New York 
























S Il Th STAR HEEL PLATES 
e em “PIONEER BRAND” 
They have stood the test for over 25 years, and have 
b th t been and always will be superior to other brands. Why? 
y e se Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


No. 6 
S a A B No. 5 
I\V-R 
a No. 4 
po ~STAR 
1 Ae e 
joe DN No. 3 
sell . 
d “tee TAR P 
- “MGS: No. 2 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





Em No. 1 
It isn’t hard. Every mechanic needs the entire set in his work, and it 


sot ral of the‘ cae, it uae Eoplng ise Sis tor dno a 
s use order and 
hand, preventing loss, ete. Try 1 — No. 0 


Forstner Bits Pog ay ily 2, TT indent on a center or « 
tent to guide them. They cut LS the oon rim. The entire surface is 
it work all the — . oo 7 ag Ag the work is smooth and 
eir way through re notty, cross grained wood, 
jeaving a smooth "tae and clean, polished surface. 


Let us send you estalogues. Order through your jobber or direct. 





These illustrations are % size. 


The Progressive Manufacturing Co. Aintges sacra _— 
GTON, CONN., U. S. A. Newark, N. J. U.S. A. 
































Pliers Tackles ToolBags Safety Straps 
Lag Wrenches Sleeve Twisters Climbers 

Wire Grips Belts 
Tree Trimmers 












Since 1857 


LEIN 














ERY IGS \ 


Mathias ae 
Chicago I USA pact 


Established 1857 
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GLASS KNOBS 


MADE IN COLORS 


Crystal, Opal, Blue, Black, Tur- 
quoise, Green, Amber and Old 
Rose Glass. 


Manufactured by 


TECHNICAL GLASS CO., INC. 
LOS ANGELES, CAL. NEW YORK, N. Y. 





IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








Allith 
ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale, They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 














When Plumbers and Electricians See 
This Tool Bag—They Want One 


It’s made of Genuine 
Black Harness Leather 
with two straps encir- 
cling entire bag for ex- 
tra strength for heavy 
loads. Well padded, 
adjustable shoulder 
straps insure comfort 
in carrying. Lock 
stitched. Smooth fin- 
ished. Sizes 14” to 
24” = 7” =x 8”. Send 
for prices on Full Line 
of Tool Bags. 





LENDZION LEATHER Goons Co. 72%? &,4%t'it 





= forWaterSystem 
Catalog K which gives 
complete information 
on Deming Shallow and 
Deep Well Water 
Systems for practically 
all requirements. 


THE DEMING CoO. 
Salem, Ohio Est. 1880 


FIGURE 2085 ro 
The Deming “Marvel” 
Shallow Well Water 
System. Made incapaci- 
ties of 265, 315, 480 and 
600 gallons per hour. 





Two NECESSITIES In Every Garage 


Garage Door Bolt 


Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 





Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 

For prices and further information 
write today to 


en Phenix Mfg. Co. 
No. 50 Holder No. 52 032 Center Street, Milwaukee, Wis. 

























MY EBIRS CORR 
STORELADDERS 







MODERNIZE STORE METHODS 
To provide adequate storage facilities for shelf stock—te 
i ible and ient for el 


make erks and stock men 

to handle with absolute safety—to insure quick service for 

wholesale or retail trade—install one or more ~ 

MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length need oe rubber tires, over- 





Td 








Lad 
= 
am 
m 
|| 


a 
safety, convenience and efficiency, One style oni: at of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FE. MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 














| ’ 
cen, 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 
Prva hal diriirtecteaetriiapilatete taser tattio 


“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS:~ COTTON TWINES 


Send for catalogue, samples and selling information 
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Since 1860 
GRANITE STATE 
LAWN MOWERS 


Trimmers and Edgers have 
pleased their users. Is your 
stock ready for display? 
Write to 


Granite State Mowing Machine Co. 
HINSDALE, N. H., SINCE 1860 


See our Line in Hardware Age Catalog. 








You can sell more 
“Always Reliable” 
Torches! 


When you stock up on “Always Reliable’’ 
torches and furnaces you are certain of 
quick, steady profits. For fifty-three years 
mechanics and workmen throughout the 
country have accepted ‘‘Always Reliable’ 
torches and furnaces as their standard for 
dependability and good, economical work. 





Ne. 87 — Have them on hand and you are prepared 
No. 88 Pint to supply the steady demand. 
Covered By : , 

Patent Order through your jobber or mail order 


to us with jobber’s name. 











OTTO BERNZ CO., INC. . . Newark, N. J. 
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* TRADE MARK 
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LANDON P. SMITH, INC. 
1165 SPRINGFIELD AVE, IRVINGTON, N. J. 











Simplex , 
ScrewJacks 


Sell on Sight! 


| Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


| Create Sales Appeal 


Simplex Lever Jacks 
Pipe Pushers 
and Trench Braces 
have been famous 
for Years 


Templeton. Kenly & Co. 
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Chicago, IIl.,U.S.A. 
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For 90 Years 
COES WRENCHES 


have had the call in the market. 
Quality is the reason. 


BEMIS & CALL CO., Springfield, Mass. 











INCREASE 


your 
oven sales 


Nesco features mean the 
greater value that wins more 
customers. Full tin lined — 
double walls, asbestos insu- 
lated — heat indicator — air 
circulation —heat deflector — 
two locks. Specify *‘Nesco”’ 
to your jobber. 


Nationa, ENAMELING AND 
Stampinc Company, Inc. 


13 12th St., Milwaukee, Wis. 


The Nationally 
Advertised Trade Mark 
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4 in Paste Form— Ss 
= Packed in 
Collapsible 
Tubes 











Greatest Soldering Convenience 
Ever Invented. 
Every Electrical Connection 
orIntricate Job Needs ~ 
SOLDERALL. 


i: * THE SOLDERALL CO..Newark.N.J._ || 
esults oe Equal to Wire or Bar Solder. 4 
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Classified Opportunities 





Use the “Classified 


ities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
BORED ccicssccccserececcccscce ++ -$5.00 


Each additional inch 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Bet 2 one, Minimum of 5 ame. nee 
dditional line 


Ry Capttale, tals, Min 
Each additional line 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 





Remittance Must Accompany Order 


Hardware Age, Classified Sogee- 
tunities, 239 West 39th St., New 


Discounts for Classified Advertising York ci 
4 insertions, 10% = 8 insertions, 15% 
t+) 





Harpware Ace is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
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BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





FOR SALE—PROFITABLE AND GROWING HARDWARE BUSI- 
NESS located in one of the best sections of Missouri. Stock of hardware 
fixtures and ey will sell for $17,000. A liberal discount will be 
made for cash. Owner wishes to sell because of poor health, BILLINGS 
HARDWARE COMPANY, Billings, Mo. 





FOR ee Po full stock of general hardware with separate room 
of notions. Locat on the Public Square of a county seat town in 
north-eastern Indiana. Under present ownership 25 years. Failing 
health of manager compels retirement. Address CALLENDER HARD- 
WARE COMPANY, Angola, Indiana. 





WANTED 


Sales Representation and Distribution, either or both. Builders’ 
hardware or specialty in Penna., New Jersey, and Maryland. 
Ten years experience, wide acquaintance among both Hardware and 
Archt. trade. Willing to take a product requiring missionary work. 
[f'wo men comprises selling force. Past record en to prove pos- 
sible results. Have central located Phila. office and warehouse 
facilities. Address Box I-326, care of Hardware Age, 
Vew York City. 











FOR SALE—A CLEAN LINE OF HARDWARE-PLUMBING SUP- 
PLIES and sporting goods—Stock will inventory at about $20,000, Sales 
about $45,000. Will sell or rent building. A good opportunity for some- 
one. Address J. F. ENGEL, 400 Powers Building, Rochester, New York. 





FOR SALE, TO CLOSE AN ESTATE, a hardware business, which 
will inventory "about $8,000, located in Middle West manufacturing com- 
munity. Address Box 1-319, care of Harpware Ace, New York City. 





WANTED—For immediate —_ hardware and_housefurnishing 
store in New York State, Long Island or Brooklyn. Address Box I-332, 
care of Harpware AGcz, ‘New York. 





HELP WANTED 





MANUFACTURERS DESIRING CO-OPERATIVE BUYING RE- 
TAIL accounts handling direct, staple lines Hardware and Radios through 
central head office, are invited to advise your willingness to cooperate. 
Southwestern States to be covered. Competent hardware men handling. 
Address Box 1-329, care of Harpware AcE, New York. 





SPECIALTY SELLING. Wanted for Illinois on commission a high 
class quality specialty or short line that repeats. Travel entire State 
thoroughly a car. er 2000 live retail accounts. Have traveled terri 
tory 12 years. Am a reliable volume producer. C. R. VERTREES, 
Box 235, Peoria, Illinois. 





SALESMAN DRIVING TO CALIFORNIA wants line to handle there 
and enroute. Address Box 1-328, care of Harpware Acg, New York. 





WANTED-—Salesmen calling on Retail Hardware Trade to sell our 
line of Tool Racks, Rubbish Burners and Cappers. Commission basis. 
Write for proposition. GRAND RAPIDS WIRE PRODUCTS CO., 
corner First and Front, Grand Rapids, Mich. 





YOUNG MAN WANTED WITH_ EXPERIENCE in selling janitors’ 
and factory supplies in New York City. Salary and commission. One 
with following preferred. Address Box I-308, care of Harpware Acz, 
New York City. 





POSITIONS WANTED 


SALES EXECUTIVE WITH 12 YEARS’ EXPERIENCE in charge 
~ sales, advertising, distribution Domestic and Foreign Markets. Thor- 

ughly familiar with wholesale hardware, mill supply, auto accessory and 

ndustrial trade, desires a connection with a manufacturer. Willing to 
— anywhere. Opportunity is as important as salary. Address Box 
1-128, care of Harpware Acre, New York. 








CAPABLE EXECUTIVE—Competent hardware man as buyer, mer- 
chandise or sales manager, familiar with mill supplies, housefurnishings, 
electrical, radio and auto supplies. Under 45 years of age. Well ao- 
quainted "im the trade. Highest of references as to ability, character, etc., 
4 “ee interested. Address Box I-315, care of Basbwesn Ace, New 

ork. 





SALESMAN—20 YEARS’ SUCCESSFUL RECORD, selling Hard 
ware, an Neer ee g and rtment store trade—New York State— 
Pennsylvania—Central New York headquarters. Established trade con 
pon geegtiniae A to change to one strong Manufacturer's line. If you can 

aqgrentive responsible salesman of good judgment—a business getter 
y Pome 1-301, care of Harpware Acz, New York. 





SALES ACCOUNTS WANTED 


SALES EXECUTIVE HAS SUFFICIENT CAPITAL to carry stock 
and finance salesmen. Desires to represent reputable manufacturer of 
hardware. electrical or specialty items in New York and Eastern States. 
Has years of experience and personal acquaintanceship with leading job- 
bers and dealers. Address Box I-333, care of Harpware Acr, New York. 








SALES REPRESENTATIVES WANTED 





MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
— houses, premium concerns are all big users. State experience, 
<4 bape and territory covered. We want none but those who can 
-’ For such our pm a an excellent one. Address 

“ge i * care of HarpwAre Ace, New Y 
i 


MANUFACTURER OF BUILDERS’ HARDWARE SPECIALTIES 
and household specialties has opening for live wire manufacturers’ repre- 
sentative to the wholesale hardware trade on commission basis in States 
= eeeneen and Oregon. Address Box I-327, care of HARDWARE AGE, 
New ork. 








SPECIALTY SALES REPRESENTATIVE who knows the hardware, 
implement, auto and mill supply jobbers and wholesalers in Southern 
States. Popular specialty line well established with retail trade for over 
two years now ready for jobbers sales. Liberal commission. Give refer- 
ences and details of sales record. Address Box I-330, care of HarpwarE 
Ace, New York. 





THOROUGHLY EXPERIENCED HARDWARE ne gee for 
Suffolk County, Long Island, haa mn County, New York, and Sussex 
County, New Jersey. Only those weg had previous wholesale hardware 
song So tee need apply. Address 1-278, care of Harpware Acr. 

ew 





SALES REPRESENTATIVES WANTED—If you are jobbing or 
calling on the industrial hardware or automotive trade, we have a very 
excellent repeat order proposition for full or side line. Send full informa- 
tion. Address Box I-331, care of Harpware Ace, New York. 





SPECIALTY SALESMEN CALLING ON THE ys og ahaa 
TRADE. We have a side line of a popular article used in 

— sample. Liberal commission. CAMBRIDGE- WHEATL Y CO, 
ept. “C,’’ Covington, Ky. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acg, New York City 
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THE LARGEST CIRCULATION 
AT THE HIGHEST SUBSCRIPTION PRICE 
OF ANY HARDWARE PAPER 


Today, the circulation of 


HARDWARE AGE 
is at the peak of its 


74 years of publication 


20,114 


NET PAID A. B. C. CIRCULATION 
December 31, 1928 


The effectiveness of the editorial service of HARDWARE AGE 
is conclusively attested to by its consistent growth at the highest 
subscription price of any hardware paper —$3.00 annually —al- 
though numerous hardware papers are sent to these identical 
readers free and uninvited. 


HARDWARE AGE is bought exclusively on its editorial appeal 
and merit—no extraneous services are offered to subscribers. 


an Se ee 


Tee SeeERSERER EES I 
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This concrete evidence of reader interest—expressed in coin of the 
realm—is the advertiser’s best insurance that his message is reach- 
ing a receptive, attentive and influential audience. 


Experienced manufacturers recognize the superior penetration of 
HARDWARE AGE into the hardware market by investing more 
advertising dollars in HARDWARE AGE than in all other 


national hardware papers combined. 


“A U-B-P Publication” 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 


Charter Member A.B.C. Charter Member A.B.P., Inc. 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
made for errors or failure to insert. 


No allowances will be 


Every care 


will be taken to index correctly. 
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THE ADVERTISERS INDEX is 


published as a convenience and not as a part of the advertising contract. 


No allowances will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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Jennings Mfg. Co., Russell.... 129 
Johaneson, Wales & Sparre, Inc. — 
Johnson Arms & Cycle Works, 


Iver 128 


Kantlink Manufacturers 89 
Kelly Axe & Tool Co......... 
Kenton Hardware Co......... 
Keuffel & Esser Co.......... 
Keystone Steel & Wire Co.... — 
Kilborn & Bishop Co.......... 
Kimball Oe mate —- 
Klein & Sons, 
Kohler Die & Specialty Co.... — 
Kokomo Stamped Metal Co.... — 
Eis ts kee take eusan --- 


Bros. 


Kraeuter 


Ladder Mfrs. Assn. of Amer- 


Silis EMS. sas sidlee cexdie vs eye 
Lamson & Goodnow Mfg. 
& Givens C6... 25.45 
Frary & Clark...... 
Lendzion Leather Goods Co... 
Libbey-Owens Sheet Glass Co.. 


Corp. 


Lamson 


Landers, 
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Lovell Mile. Ce. ..cccsices sts 
Lucas & Co., Inc., ] 
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Lupton’s Sons Co., 
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i) 
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McKinney Mfg. Co........... —_ 
Malleable Iron Fittings Co.... — 
Mansfield Tire & Rubber Co.. — 
Martin-Senour Co. ........... — 
Martin Varnish Co........... 
Marvel Rack Mfg. Co......... 
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114, 
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New Jersey Zinc Company.... — 
New York Wire Cloth Co.... 
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Nilco Lamp Works, Inc....... _ 
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Nicholson File 


Norcross & Sons, C. S........ 
North Bros. Mig. Co........5 — 
Norton Door Closer Co........ 19 
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O-Cedar Corporation ......... -- 
Octigan Forge & Mfg. Co..... 
Oliver Iron & Steel Corp...... 
Oneida Community, Ltd. 
One Minute Mfg. Co. 
Co. 


Ontario Knife 
Qsborn Mfg. 
Osborne & Co., C. S. 
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Oswego 


Page Steel 
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Parker-Regan Corp. 
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Patent Novelty Co. ......... 
Peck, Stow & Wilcox Co...... — 
Peerless Elec. 
Peerless Handcuff Co. 
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Hdwe. Asso., 
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Perfection Stove Co., Inc..... — 
Peters Cartridge Co. 
Phenix Mfg. Co. 
Philadelphia Lawn 
Pike Mfg. Co. 
Pole & Shaft 
Plate Glass Co..... — 
Pittsburgh Steel Co. ......... -- 
Plomb Tool Co. 
Plumb, Inc., Fayette R. ..... a 
Plymouth Rubber Co. 
Science Monthly..... 
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Pratt & Lambert, 
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Pioneer 


Pittsburgh 


Popular 


DN edie cas 
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Progressive Mfg. Co......... 
Propp Co., M. 
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Pyrex Sales 


Premier Case Opener, 
De ee -- 


Reading Tren Co....-ccvcccees 
Reed & Prince Mfg. 








rms: Co. Ises< <..: 
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Remington 


Remington Register 


Inc. 
Reynolds Wire Co. 
Reznor Mfg. Co. 
Richards-Wilcox Mfg. 
Richland Rubber C 
Rite Hdwe. & Mfg. 
Oscar C. 


Co.. 


Raacaaan aie 
COED. css 
Rixson Co., Oscar C......... 
Robbins & Meyers, 
Robertson, Arthur R....... 
Rose Mfg. Co., Frank 
Rose & Brothers, Wm. 
Roth, 1 aie eae 
Ruby Chemical Co. 


Russell, Burdsall & Ward 

& Nut Co. 
Cutlery Co., John..... 
Co. 


Inc., 


Bolt 
Russell 


Rutland Fire Clay 


Ss 


ween; Tet. LOG camccscccce 
Samson Cordage Works 
Sand’s Level & Tool Co. 
Sapolin Co., 
eT i: ee 
Inc. “os 
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Schrade Cutlery Co. 
Lock & Hardware 
Shapleigh 
Sheffield 
Shelby Spring Hinge Co...... 
Sherman Mfg. Co., HI. B..... 


Sherwin-Williams Co. 


Inc. 


Savory, 


Segal ae 
Hardware Co....... 


Bronze Powder 


Showcarder, Inc. 
Sidway-Topliff Co. 
Lake Co. 
Simonds Saw & Steel Co..... 
Simonds-Worden-White Co. 

Tron Works 
Skilsaw, Inc. 
Smith & Co., Inc., 


Smith, Inc., Landon P........ 


Silver 


Simonsen 


Smith & Sons, Inc., Seymour... 


Snell Mfg. Co. 
Spargo Wire Co. 


Standard Gas Equip. Co...... 
Standard Oil Co. of N. J..... 
Standard Tool Co. 
Stanley Works 
Starrett Co., L. S. 
Stearns & Co., 
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Sweet’s Steel Co. 
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Technical Glass Co., Inc..... 
Templeton Kenly & Co., Ltd... 
Three-In-One Oil Co. 
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Tilley Ladders Co., John S... — 
Toledo Metal Wheel Co....... -- 
Toledo Wheelbarrow Co....... = 
Tremont Nail Co. ..... wee 
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Trow & Holden........ — 


Tubular Rivet & Stud Co..... 
Tucker Duck & Rubber 


Turner, Day & Woolworth Han- 
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Union Fork & Hoe Co....... 118 
Union Hardware Co.......... 
Union Steel Products Co..... 


United Business Publishers, Inc 


Corp... 
Co ° e 


United Publishers 


U. S. Cartridge 

U. S. Chain & Forging Co.... 

0 A ee «ee 40 

United States Shipping Board 
Merchant Fleet Corp. 


U. S. Leather 


& Co. eeeereves 4 = 
Mfg. 


Valentine 
Vaughan & Bushnell 
List 
Tool 
Co. 


Co. 
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Vichek 

Vollrath 
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Wade & 
Wagner Electric Corporation 
Walworth Co. 
Warren Mfg. Co., J. D...... 
Washburn Wire Co. 
Western Cartridge Co. ...... -- 


Butcher Corp. 


Western Importing Co. 
White Co., H. C. 
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10 to 30% per pound in 
favor of ATLAS TACKS 


What count do you get when you buy tacks 
or small nails by weight? 


There is often a difference of 10 to 30% in 
favor of Atlas tacks or small nails. Test 
them yourself. And remember—good, 
sharp, clean cut, correctly sized tacks are 
expensive to make. 





Or, when you buy by 
count see that you get 
the weight. There is 
often a corresponding 
difference. 


Either way, you can 
bank on Atlas tacks 
and small nails for 
quality, full count and 
full weight. 





ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 





There is yet to be 
produced a better 
and more economi- 
cal wire netting 
than Hexagonal 
Mesh _ providing 
the netting unrolls 
straight and flat. 


Try out a bale of 
Superior Brand 
Netting and prove 
to yourself its 
right to its trade 
name, Superior. 


G.F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








Remember This Illustration! 
It shows what 


DOMES 
of 
Silence 
look like 


Every Genuine 
Dome has the 
words Domes of 
Silence stamped 
inside. Domes of Silence are practical 
for ALL furniture—hence their large 
sale. Six sizes. Set of 4 for 10 cents. 


If your Jobber cannot supply you— 
write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 








Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

oodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners ate ae Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every manufacturer’s sales 
manager should have one on his desk, and every salesman could 
profitably carry a copy in his grip. Since the previous issue was 
published there have more than 10,000 additions and cor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers and Manufacturers’ Agents find Verified List 
of great value in “checking” their prospect records. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 





ADDRESSING, MULTIGRAPHING, ETC. We have facili- 
ties for addressing envelopes, cards and broadsides from 
your list; and for multigraphing and filling-in form letters. 
Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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As Necessary as the Bricks 


Good levels are as indispensable in erecting a creditable brick 
structure as are good bricks. 


The contractor who builds on a quality basis invariably gets 
additional contracts because each finished building shows that 
it was carefully built and accurately leveled. 


Hundreds of hardware merchants are building a substantial 
level business on the same principle. They handle SAND’S 


LEVELS. 


These dealers know the reputation back of these well known 
levels. They know how carefully the big Sand’s factory tests 
every level glass for clearness and accuracy and how the use 
of Brown and Sharpe straight edges insures the absolute ac- 
curacy of every level, even to a final test on the day of 
shipment. 


These merchants know that Sand’s advertising plus Sand’s 
quality keeps up the demand. 


Sand’s products are consistently and nationally ad- 
vertised in the Consumer Publications, such as 
“Bricklayer,” “Mason and Plasterer,” “The Car- 
penter,” and “The Plasterer,” bringing Sand’s 
Levels, Plumbs and Tools to the attention of three- 
quarters of a million potential users monthly. 


24-hour delivery service from your jobber. 


SANDS | 
LEVEL & TOOLCO. Sand’s Level & Tool Co. 


berg 1895 8629-37 Gratiot Ave., Detroit, Mich. 


ROIT, MIC Sole Manufacturers and Distributors of Sand’s-Stevens Line Levels 


Sands Levels, Plumbs & loals 


Sands Levels Tell the ‘Truth. 
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- PORTIFIED SHIELP | : 
Used in packing : DIAMOND EDGE” 
HAMMERS Sand HATCH ETS." y 











These boxes are noted 
for their strength, 
toughness and endur- 
ance, 

They will stand up 
under rough treat- 
ment without becom- 
ing unsightly. 
Economical for the 






merchant, 

They preserve Stock 

and their good smi 

ance on the shelf help DOUBLE THICKNESS AY Sithes 
sell goods. AND 


TRIPLE THICKNESS AF _*.. 


AI ER AES TAS ES SE NG OO CE CELE Ae oS 


Shapleigh National Series No. 1559 














